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Movie palace capital-letters 
GLORIA SWANSON 
INDISCREET 
WITH BEN LYON 
Wonder what Bebe Daniels will 

say. ee 
The American Association of Ad- 
vertising Agencies has decided to 
participate in the world’s fair in 
Chicago in 1933. They'll probably 
send a wire May 1, 1933, and ask 
for the closing date. 
* * * 


Frank Braucher, of the Crowell 
Publishing Company, warns adver- 
tising agencies against “highly com- 
petitive and explosive copy.” The 
agents should explain that if the 
copy isn’t highly competitive, the 
customers furnish the explosives. 


*” * * 
W. C. D’Arcy predicts a larger 
volume of outdoor advertising. 


Wouldn’t “acreage” be the correct 
term? 
/” * * 


“13—Unlucky for Dirt,” used by 
Paramount in “It Pays to Adver- 
tise,’ has been employed as a brand 
for his soap for twenty years, a 
manufacturer announces indignant- 
ly. If that brand has been on the 
market for twenty years, I’d say the 
manufacturer ought to be grateful 
for the free advertising. 

* * * 


A New York agency, reports Al- 
lyn B. McIntire, has a radio act 
which it believes will rival Amos ’n’ 
Andy. Yes, and they’ve already dis- 
covered two new Ty Cobbs this 
spring. 

x * * 


A co-operative restaurant cam- 
paign features the slogan, “Take her 
out to dinner at least once a week,” 
diplomatically suggesting that this 
be on the maid’s night out. The idea 
will appeal especially to young hus- 
bands with delicate stomachs. 

* * * 


Thomas H. Beck told the Associ- 
ation of National Advertisers in De- 
troit that the Womun’s Home Com- 
panion is now paying as high as 
$4,250 for short stories. I’ll bet a lot 
of the advertising managers in the 
audience would have supplied him 
with all the short stories he could 
carry back to New York for a lot 
less than $4,250. 


* * * 


The distribution director, says 
Lee Bristol, “must be a man who 
will not be panicked.” Not even by 
a board of directors who want to 
cut out advertising and reduce sal- 
aries in order to pay the current 
dividends? 


* * #* 


Ray Long, editor of the Cosmopol- 
itan, made his first appearance on 
any stage at the A. N. A. dinner in 
Detroit last week, and not inappro- 
priately his baby speech was fea- 
tured with the line, “Don’t kid your- 
self.” 


* * * 


The Detroit Free Press, which is 
celebrating its hundredth birthday, 
was originally known as the Demo- 
cratic Free Press and Michigan In- 
telligencer. Friends of Al Smith 
would probably insist that it 
dropped “Democratic” and “Intelli- 
gencer” at the same time. 


Copy Cus. 


MOTOR INDUSTRY 
IN ULTIMATUM 
ON WAGE CUTS 


Two Companies Serve Notice 
to Suppliers 


New York, May 7—Maintenance 
of wages in industry passed this 
week from a topic of debate to a 
vital factor in making sales to at 
least two members of the automo- 
tive industry who let it be known 
they would not countenance diminu- 
tion of the buying power of the 
American workman and his de- 
pendents. 

The Ford Motor Company went on 
record in favor of wage maintenance 
in such strong terms as to indicate 
that it will withdraw its business 
from any supplier who endeavors to 
economize in this direction. 

Another company, one of the most 
powerful in the automotive field, is 
reported to have cancelled a large 
contract when it discovered that the 
supplier had reduced wages. While 
this company would not confirm the 
report, neither did it enter a denial. 


Supported by Steel 


This attitude among automobile 
manufacturers is also supported by 
the steel industry. Ernest T. Weir, 
chairman of the National Steel Cor- 
poration said low earnings of steel 
companies do not justify any reduc- 
tion in wages. He added that the 
largest buyers of steel are opposed 
to wage cuts even though they would 
result in lower prices of steel. 

The Wall Street Journal said there 
is no telling how far the Ford influ- 
ence for the maintenance of high 
wages will extend, but at least it 
will encompass the manufacturing 
concerns on the Ford Motor Com- 
pany’s list of suppliers. 


This publication continued: 


“Henry Ford absolutely refuses to 
consider or condone wage reductions. 
He believes if the general level of 
wages were reduced it would take 
labor 20 years to get back. To pre- 
vent wage cuts on Ford work, the 
Ford Motor Company makes peri- 
odical inspections of its supply com- 
panies. 


“Instances are rare where a pur- 
veyor has been willing to jeopardize 
the Ford account for the benefit de- 
rived from a wage reduction. Ford’s 
interest in the high standard of 
wages paid by his suppliers is not 
wholly humanitarian. The conten- 
tion is that the degree of quality 
required on Ford work cannot be 
produced by second or third-rate 
workmen. 


“The Ford wage scale continues at 
the highest wage level in the history 
of the company, averaging just over 
$1.00 an hour. The Ford Motor Com- 
pany’s direct contribution to the em- 
ployment situation in a year of de- 
pression amounted to $243,000,000 
paid in wages to Ford employes in 
1930. A considerable portion of the 
$560,000,000 the company paid for 
materials and supplies in 1930 and 
the $25,000,000 spent for construc- 
tion may be translated into returns 
to labor.” 

After reviewing other Ford contri- 
butions to American prosperity, the 
publication described his experimen- 
tal farm. 


The appeal of the premium re- 
mains undiminished in spite of the 
alleged sophistication of the Amer- 
ican public, it was indicated in Chi- 
cago this week when the first annual 
exhibition of premium merchandise 
was successfully launched. 


The majority of salesmen also find 
it difficult to resist the lure of an 
additional reward for good work, it 
was said, while store buyers respond 
to premiums under certain condi- 
tions. The exhibition was held in 
connection with the annual conven- 
tion of the Manufacturers’ Merchan- 
dise Advertising Association, more 
than 134 exhibitors displaying their 
wares. 

Among speakers at the convention 
were J. M. Davidson, manager of 
the premium department, Colgate- 
Palmolive-Peet, Inc., Chicago; L. D. 
Milligan, of Blackett-Sample-Hum- 
mert, Inc., Chicago agency; A. D. 
Benedict, former assistant sales di- 
rector of the Gold Dust Corpora- 
tion, New York; and Hunter Leaf, 
formerly manager of the boy sales 
division of Pictorial Review, New 
York, and now manager of single 
copy sales. 

The opposition of law-making 
bodies, once fostered by retailers, 
was reported dying out, so that but 
two States are now closed to pre- 
mium advertising, although several 
require observance of special rules, 
such as the placing of a cash value 
on the coupons and cash redemption 
at any time. 


At It Forty Years 


Colgate has operated its own pre- 
mium department for 40 years, Mr. 
Davidson said, and has added the 
premium departments of merged 
companies and the Borden Sales 
Company, New York, manufacturers 
of condensed milk and food special- 
ties. 

The company’s premium opera- 
tions are confined to the territory 
East of the Mississippi and the 
State of Texas. Distribution is 
through premium stores, agents 
(usually retailers who do not handle 


Premium Exposition 


Held in Chicago As 
Users Get Together 


soap, such as furniture dealers, 
etc.), and trucks which travel rural 
routes. The size of the distributing 
organization is indicated by the 18 
premium stores in New York city. 

The company uses between 600 
and 700 premiums. They are listed 
in two annual catalogs, one for mail 
circulation and one for store distri- 
bution. The mail catalog contains 
only items that have proved popu- 
lar; new goods are tried out for a 
year in the store catalog. Colgate 
coupons are redeemed for merchan- 
dise only. 

“Don’t make your premiums too 
hard to get,” Mr. Davidson advised. 
“Some manufacturers engender con- 
sumer ill will by making premium 
offers with their fingers crossed. 
They think they are attracting at- 
tention to their product by picturing 
valuable premiums with it, but if it 
is next to impossible to get them, 
the net result is to irritate the cus- 
tomer. 


The Favored Premium 


“Although we have offered elec- 
tric refrigerators, sewing machines 
and automobiles we have built our 
premium success on articles having 
a retail value of $1.25. It is from 
this class that we select the items 
for our premium sales, which are 
semi-annual events of a month’s 
duration, during which time we 
offer regular catalog numbers for 
a fewer number of coupons. 

“In selecting merchandise to use 
as premiums, we first consider the 
popularity or wide usefulness of the 
article. We must handle large quan- 
tities in order to buy at the best 
prices. Other factors influencing our 
choice are display value, or showi- 
ness, and ease of handling in stock 
and shipment.” 

While Mr. Davidson did not dis- 
close the total Colgate investment in 
merchandise-advertising, he said it 
is the largest single importer of 
cups and saucers through the port 
of New York. 

Mr. Milligan, the agency man, de- 
nied that advertising agencies gen- 

(Continued on Page 14) 


cent commission to agencies. 


Indianapolis. 


Last Minute News Flashes 


Form Sales Agency for Outdoor Field 


New York, May 8—Outdoor Advertising, Inc., was formed here as 
sales agency for outdoor advertising under the plan to provide a 15 per 


Kerwin H. Fulton, president of General Outdoor Advertising Co., is 
president. On the executive committee are Mr. Fulton; George W. Kleiser, 
Foster & Kleiser; Leonard Dreyfuss, United Advertising Corp.; Harry C. 
McDonald, Walker & Co.; Burnett W. Robbins, General Outdoor; Rex Bell, 
Terre Haute, and J. B. Stewart, Clinton, both vice-presidents of the Out- 
door Advertising Association of America. : 


May Withold Licenses for Lottery Broadcasts 


Washington, D. C., May 8—While the Federal Radio Commission does 
not believe it has authority to issue a blanket order against broadcasting 
of lotteries, as requested by the American Newspaper Publishers Asso- 
ciation, it announced it may refuse to renew the licenses of stations 
which do not operate “in the public interest.” 


Loveland Leaves Stanco for Supply Field 


New York, May 8—E. B. Loveland, advertising manager of Stanco, 
Inc., has resigned to become vice-president of the Electro Graphic Corp., 
operating typographic, electro, and mat plants in New York, Detroit and 


SAYS SAMPLING 
SHOULD BE TIED 
TO ADVERTISING 


Lewis Calls Pepsodent Suc- 
cessful Pioneer 


St. Louis, Mo., May 7.—Crediting 
the Pepsodent Company, Chicago, 
with blazing’ a new trail by giving 
samples 
away, rath- 
er than sell- 
ing them, 
Norman 
Lewis, vice- 
president of 
the Chappe- 
low Adver- 
tising Co. 
addressed 
the Adver- 
tising Club 
of St. Louis 
on “Sampling, the Twilight Zone be- 
tween Advertising and Selling.” 

One of his hearers was so en- 
thused that he suggested the title 
be changed to “Sampling, the Bright 
Trail from Advertising to Selling.” 

Pepsodent distributed so many 
free samples as a result of its ad- 
vertising, Mr. Lewis said, that it 
had to re-finance to handle the de- 
mand in its infancy. 


In introducing its new antiseptic, 
the company had a million bottles 
ready for those who wanted to get 
one free by sending in two wrappers 
from the Pepsodent tooth paste tube. 
Slightly more than a million took 
advantage of the offer, which means 
that at least two million tubes of 
tooth paste have been sold by Pep- 
sodent dealers in a short period. 


Good Door-Opener 


“The Fuller Brush Company uses 
a small brush as a door-opener for 
salesmen,” said Mr. Lewis. “About 
ten million are given away annually 
by 5,000 agents.” 

He warned advertisers against 
“dabbling” in sampling, however. 


“Sampling must be an integral 
part of the merchandising plan,’ he 
said. “Some years ago William 
Wrigley gave away a card bearing 
three sticks of gum to every name 
in every telephone directory in the 
United States. The plan was not 
heralded in any way. I would not 
call his method a failure, but I do 
not consider it a great success. One 
must pave the way to get results. 

“Nine out of ten sampling cam- 
paigns pre-suppose proper advertis- 
ing. The dealer should be sold, both 
on the style of advertising and on 
the sampling. He should also be 
coached on handling the samples and 
converting the new users into regu- 
lar buyers.” 

Mr. Lewis regards the current 
Lux campaign in Chicago, in co-op- 
eration with the Chicago Tribune, 
as an example of how sampling 
should be handled. The advertising 
carries a list of dealers who will re- 
deem the coupons and each dealer is 
identified by a redemption poster in 
his window. At stated intervals, a 
Lux salesman calls on the dealer and 
pays him cash for the profit he 
would have made had the sales been 
handled on the usual basis. 

Uniforms are widely used by sam- 
plers in the East, he said. They 
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usually simplify the problem of get- 
ting admission. 

The Three-in-One Oil Company 
does a great deal of sampling to 
names obtained from appliance deal- 
ers. Its letters always name the 
nearest dealer handling the oil. 

Mr. Lewis brought out a quirk in 
human nature by explaining that 
after free samples have been offered 
in advertising, returns are often 
sharply increased by placing a price 
on the samples. He gave this sum- 
mary of a canvass of advertisers: 

About 60 per cent favor sending 
a sample in response to a letter 
written in answer to advertising; 
30 per cent favor house-to-house 
sampling and the remaining 10 per 
cent believe in sampling only 
through retailers. 

In many cases, he said, the writer 
for a sample loses interest before 
the product arrives. His admonition 
was, “Make it snappy.” 


Lipsky Heads New 
Rochester Agency 


J. G. Lipsky, former advertising 
representative of the National Re- 
tau Clothier, Chicago, has formed 
Advertising Headquarters Associat- 
ed in Rochester, another principal 
being George P. Freeland, of the ad- 
vertising department of the Strom- 
berg-Carlson Telephone Mfg. Co. 

The art counselor will be Elmer 
R. Lapp, art director of H. C. Good- 
win, Inc. 


Get College Man 


E. Richard Abert, late of the Uni- 
versity of Wisconsin, has joined 
Harold W. Mesberg, Inc., Milwau- 
kee, as production manager in 
charge of radio broadcasting. 


Dailies for Securities 
Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee, are using news- 
penees and direct mail for the 
nited Investment Shares, Milwau- 
kee, a new account. 


Pick Chicago Agency 
The Duplex Incinerator Sales 
Company of Chicago has placed its 
account with Gale & Pietsch, Inc., of 
that city, who will use magazines 
and trade papers. 


NEW IOWA LAW 
I$ AIMED AT 
‘BOOTLEGGERS’ 


Des Moines, Ia., May 7—Fostered 
by Iowa manufacturers, among 
whom are a number of national ad- 
vertisers, the legislature has passed 
and the Governor signed a law hit- 
ting at the “bootlegging” of mer- 
chandise. The new measure makes 
it a crime to remove or alter the 
serial number or identification mark 
from any manufactured product. 

The “bootlegging” of merchan- 
dise is said to have had its origin 
in the radio field, but quickly spread 
to many others, including fountain 
pens, electric refrigerators, washing 
machines and household appliances 
of all kinds. 

“The removal of serial numbers 
has made it possible for unscrupu- 
lous persons to perpetrate a double 
fraud,” said Hugh B. Lee, national 
advertising manager of the Des 
Moines Register and Tribune. 

“They cheated both advertisers 
and the public by purchasing used 
products, removing the serial num- 
ber, then reconditioning the goods 
and selling it as new factory mer- 
chandise. 

“The consumer was usually bit- 
terly disappointed when he failed to 
get any great length of service from 
such merchandise. In cases where 
‘a guarantee was featured by the 
manufacturer, he often demanded 
a new machine. Where the con- 
sumer did not complain, but merely 
nursed a grudge, the damage to the 
advertiser was even more severe, of 
course.” 

It is asserted that the same situ- 
ation prevails to a greater or less 
extent in many other states. 

The new Iowa law is “An act to 
make it an offense for any person to 
remove, alter, deface, mutilate, con- 
ceal, cover or destroy a manufactur- 
er’s serial number or other distin- 


44 \y— HAVE DONE 
$7,000,000 WORTH OF BUSINESS 
WITH THAT CONCERN! // 


“T congratulate 


magazine which 


magazine for one year.’’g 


remarked the head of a large 
industrial corporation (a Review of Reviews 
advertiser) when he was shown a letter to 
the Review of Reviews from the president 
of a well known utility company. 


y ou on your clear-sighted and 
forceful articles. It is refreshing to find a leading 
resents facts in an interesting 
but unsensational manner and emphasizes fun- 
damentally correct principles in its editorials. 


“As an evidence of my interest and appreciation, 
I am enclosing herewith check for $30.00 and a 
list of addresses to which you may send your 


He also asked for a hundred subscription 
blanks to distribute among his friends, a 
number of whom have since become Review 
of Reviews’ subscribers 


Review of. Reviews’ subscription list includes many men 
who are outstanding in the realms of industry, commerce 


and business. Its editorial 


of the day. They offer a 
advertisers of products 


the people who largely control the economic and political 
destinies of the country. Review of Reviews’ readers 
demand accurate interpretation of the significant affairs 
articularly valuable market to 
eaturing quality. 


is tr among 


REVIEW OF REVIEWS 


For forty years — Pre-eminent in moulding Pub- 
lic Opinion and Interpreting Public Affairs 


55 FIFTH AVENUE 


es One of the Big Four Group 


NEW YORK CITY 


. 


MOTHER-IN-LAW STILL DOMINANT THEME 


CARNATION 


Was Shea Ball.avd-Chaiv? 
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guishing number or identification 
mark upon manufactured products 
or to offer any such products for 
sale,” providing a penalty for infrac- 
tion. 


a 

The law reads as follows: 

“Section 1. Any person or corpo- 
ration removing from or altering, 
defacing, mutilating, concealing, 
covering or destroying the manufac- 
turer’s serial number or other dis- 
tinguishing mark upon any machine 
or manufactured article for the pur- 
pose of concealing, destroying or 
misrepresenting the identity of such 
machine or manufactured article, or 
who sells or offers for sale, or who 
owns or has possession of any ma- 
chine or manufactured article know- 
ing that the manufacturer’s serial 
number or other distinguishing num- 
ber or identification mark has been 
removed, altered, defaced, mutilated, 
concealed, covered or destroyed with 
the purpose of concealing, destroy- 
ing or misrepresenting the identity 
of such machine or manufactured 
article, shall be guilty of a misde- 
meanor. 

“Sec. 2. It shall be presumed that 
such serial number, or distinguish- 
ing number or identification mark, 
or portion thereof, was unlawfully 
removed, altered, defaced, mutilated, 
concealed, covered or destroyed by 
said person in violation of the pro- 
visions of this act, if it shall appear 
that said person has had possession 
or control of any such machine, mu- 
sical instrument, or other goods, 
wares or merchandise with such 
serial number or distinguishing num- 
ber or identification mark, or portion 
thereof removed, altered, defaced, 
mutilated, concealed, covered or de- 
stroyed, but such presumption shall 
not be conclusive.” 


Cigarettes Hit 
by New State Laws 


An Illinois bill taxing instalment 
sales has aroused the opposition of 
retailers, especially in the furniture 
field and a strong fight is being 
made against it. The bill, now in 
the Legislature, provides that all 
conditional sales or instalment con- 
tracts must be filed with the County 
Recorder and a fee of 50 cents paid. 
Refilling must be done at certain 
periods. The bill was ostensibly 
aimed against fraud among instal- 
ment purchasers. 

A tax on cigarettes is another 
proposal by the Illinois Legislature. 

The New York Legislature passed 
a bill providing for written examina- 
tions for applicants for licenses as 
insurance agents. 

Wisconsin has killed a bill to levy 
a tax of 2 cents on every package 
of cigarettes. 

Texas has adopted a tax on ciga- 
rettes and natural gas. The former 
will produce an annual revenue of 
$5,000,000. It assesses $1.50 on ciga- 
rettes weighing three pounds or less 
per 1,000 and $3.60 for more than 
that weight. 

A South Carolina court has up- 
held the gasoline tax act of 1930. 


Appeal from Decision 
Outdoor interests of Utah will 


Paramount Sets 
Trade Paper Record 


The Paramount Famous 
Lasky Corporation is believed 
to have established a new rec- 
ord for trade paper advertis- 
ing when it used 74 pages in 
four colors to announce pro- 
ductions for 1931-32. 

This blast appeared in Mo- 
tion Picture Herald, Chicago, 
which ran two sections to ac- 
commodate Adolph Zukor’s 
copy. 


appeal the decision of the Utah 


Supreme Court, upholding the con- 
stitutionality of the State law for- 
bidding the advertising of tobacco 
in street car cards and outdoor 
mediums. 

Alabama is considering an amend- 
ment to strengthen the law against 
“untrue and misleading advertise- 
ments.” 

New Jersey has established a 
precedent by passing a bill to pro- 
vide financial relief for needy per- 
sons of 70 years and over. 

The Oklahoma legislature passed 
a bill prohibiting pictures of women 
and children in cigarette advertising 
in that state. 

Wisconsin defeated a bill to label 
prison products as such. 

Oklahoma has passed a bill pro- 
viding that the gasoline tax shall 
be paid by the distributor instead of 
the retailer. 

Missouri has adopted a measure 
providing that products produced 
within that state shall be given the 
preference in state purchasing, other 
things being equal. The bill con- 
tains this phrase: 

“All requests for bids and pro- 
posals for materials, products, sup- 
plies, provisions and other needed 
articles to be purchased at public 
expense shall be made in general 
terms and by general specifications 
and not by brand, trade name or 
other individual mark.” an 

Arkansas has passed a law impos- 
ing a license on slot machines. 

The Kentucky Circuit Court has 
held the sales tax in vogue in that 
state constitutional. 

Nebraska has enacted a law fixing 
a standard loaf of bread at one-half 
pound, one pound, one and one-half 
pound, or multiples of one pound. 
No other weight is permitted. 

New York and Ohio are the latest 
to adopt laws prohibiting the sale 
of oleomargarine colored in imita- 
tion of butter. 


Both Stevensons 
Repair to Hospital 

E. W. Stevenson, of the Denver 
branch of the General Outdoor Ad- 
vertising Company, is convalescing 
after a trip to the hospital with Mrs. 
Stevenson. 

Mr. Stevenson came out of the 
ether to discover that he had lost his 
appendix while acquiring a new 
daughter. 


Sails for Europe 
E. C. Goddard, assistant to the 
president of the Hurley Machine 
Co., Chicago, has left for Europe, 
where he will study possibilities for 
laundry appliance sales. 


BOSTON CLUB 
‘PSYCHES ADS’ 


Boston, May 5.—Voting on the 
successful advertisement in eleven 
pairs of successes and failures 
brought to the Advertising Club of 
Boston by Carroll Rheinstrom, of 
Macfadden Publications, Inc., was 
the intensely interesting feature at 
a well attended meeting of the club 
today. The club identified the suc- 
cessful advertisement seven out of 
eleven times. No club has produced 
more than seven correct decisions. 

Mr. Rheinstrom, who is now vice- 
president and director of advertising 
promotion for Liberty, presented ad- 
vertisemerits from his new book, 
“Psyching the Ads—The Case Book 
of Advertising,” the first volume to 
be devoted to actual advertisements, 
with definite figures on results. 

Mr. Rheinstrom gave a brief talk 
before the voting, done by a show 
of hands. He said the advertise- 
ments had been shown to over 1,000 
advertising men. 

At the close of the voting Mr. 
Rheinstrom answered questions as 
to whether any one theme running 
through all was the reason for their 
success. He said advertisers are 
making progress in eliminating false 
prophecies, and that many organiza- 
tions had been successful because 
they eliminated some factors. 

The successful advertisement of 
Carnation Milk was explained. The 
success showed a young wife enter- 
taining her mother-in-law at dinner 
with the husband also present. The 
other advertisement pictured a scene 
in which the husband has brought 
his chief from the office home to din- 
ner. Both advertisements appeared 
in True Story Magazine. The first 
advertisement brought 20,000 inqui- 
ries and the other 8,000. One struck 
home because wives remember they 
have mothers-in-law. 

President Louis D. Gibbs presided 
at the meeting and Major H. L. Har- 
ris, advertising director of the 
United Fruit Company, introduced 
the speaker. 


Women’s League 


Elects New Directors 

Ida Clarke, Florence E. Wall and 
Mae Shortle, the last with Wm. C. 
Popper & Co., were elected directors 
of the League of Advertising 
Women of New York May 5. They 
serve three years. 

Bernice Ormerod, president, was 
re-elected a director. Retiring di- 
rectors are Florence E. Ficke, Peri- 
odical Publishers’ Association; Janet 
MacRorie, Public Service & Gas Co. 
of N. J., and Anna M. McLean, of 
John B. Woodward, Inc. 


Lumber Papers Merge 

Southern Lumberman, Nashville, 
Tenn., has purchased Lumber Trade 
Journal, New Orleans, and will pub- 
lish both as Southern Lumberman. 

Walter C. Wright, who founded 
Lumber Trade Journal 50 years ago, 
will be interested in the merged 
paper, but not active. 


Leaves “Post” for 
General Motors 


Paul Willard Garrett has resigned 
as financial editor of the New York 
Post to become director of public 
relations for General Motors Cor- 
poration. 

He will make his headquarters in 
New York. 


Agency for Radium 
The North American Radium 
Corp., New York, maker of the 
Radiumator, for impregnating ordi- 
nary drinking water with radium 
emanation, has placed its advertis- 
ing with Churchill-Hall, New York. 


Has Wire Account 
The Consolidated Wire and Asso- 
ciated Corporations, Chicago, have 
appointed the Albert L. Lauer Com- 
pany, of that city, for Sta-Put aerial 
tape. Direct mail, radio and trade 
papers will be used. 


Form Kolster Radio 


Kolster Radio, Inc., has been in- 
corporated at Newark, N. J., as an 
affiliate of the International Tele- 
phone & Telegraph Co. 
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NEW G-E PLA 
MAKES DEALERS 
GIVE SERVICE 


Company Pays $2 for Certified 
Inspections 


Cleveland, O., May 7.—Adopting 
the proven theory that sales follow 
service, the General Electric Com- 
pany has put a Certified Inspection 
Plan into effect. This forces dealers 
to inspect a radio 90 days after the 
installation and pays him $2 for his 
work. 

The innovation is being merchan- 
dised to consumers as evidence that 
continuous satisfaction is assured to 
every owner of a G-E set. 

A card requesting a guarantee 
certificate and insnection warrant is 
now attached to the back of every 
G-E radio. As explained in accom- 
vanvine literature, the company, on 
receint of the card from the pur- 
chaser, will register the set in his 
name and mail him a guarantee cer- 
tificate. 

Shortly before time for the inspec- 
tion, the company mails the con- 
sumer the certified inspection war- 
rant and notifies the dealer through 
whom the set was purchased to 
make the call. 


Following the inspection, the set 
owner gives the dealer the filled out 
inspection warrant, which the dealer 
turns in to his G-E distributor for 
the $2 credit. 


On Right Path 


The new G-E plan is said to be 
extraordinarily successful in leading 
dealers to do some constructive 
thinking along service lines. Some 
who had not operated a service de- 
partment added such facilities when 
guaranteed the inspection calls as a 
starter. 

The report that drug stores were 
retailing G-E radios with one set for 
demonstration purposes and a con- 
spicuously displayed Certificate of 
Dealer Appointment, led to the be- 
lief that the company contemplated 
a drive to add drug outlets. 


General Electric executives, how- 
ever, told ADVERTISING AGE they 
have no special interest in drug 
stores, but that the company’s pol- 
icy permits the appointment of deal- 
ers in any field who will carry “a 
representative stock in keeping with 
the conditions and give assurance of 
efficiency in performing sales and 
service functions.” 

It was asserted that these drug 
stores have actually purchased a 
minimum stock of three sets and 
submitted proof of their ability to 
render service as needed. 


Cleveland Women 
Hold Annual Party 


The Women’s Advertising Club of 
Cleveland recently held its annual 
dinner as a prelude to the annual 
meeting this month. Edith Raye Tol- 
ton was in charge as chairman of 
the entertainment committee. 

Helen Johnson, of the Wm. S. 
Adler Company, is president of the 
an which now has about 80 mem- 

rs. 


Two for McKee 


The Chicago office of the Homer 
McKee Company has been appointed 
to direct the advertising of the 
Glessner Company, Findlay, O., Tur- 
po Vaporizer and ointment, Keen 
Shaving Cream and Dr. Drakes’ 
Glessco cough remedy; and the Bat- 
tle Creek (Mich.) Biscuit Co., Mich- 
igan Logs, Cheese Logs, and a line 
of wafers and health food bars. 


“Herald-Post” Bids 


Are Again Rejected 
For the third time, Nat C. Cure- 
ton, referee in bankruptcy, has re- 
jected bids for the Louisville Herald- 
Post and passed the case to May 23. 
A new bid for $387,111.00 was re- 
ceived, but a certified check was not 
enclosed. 


Start Bakery Paper 


The Southwestern Baker has ap- 
peared at Houston, Texas, as a 
monthly devoted to the industry in 
the Southwest. 

Lee M. Webb, editor of Texas 
Commercial News, is business man- 
ager, with Charles N. Tunnell as 
editor. 


Advertise Aircraft 

The Aviation Corporation has ap- 
pointed the Porter Corporation, Bos- 
ton, as advertising counsel for its 
manufacturing subsidiary, American 
Airplane & Engine Corp., Farming- 
dale, N. Y., Pilgrim planes and Ran- 
ger engines. 


CEREAL-MILK 


The Kellogg Company is furnishing this four-color counter 
display card, imprinted, for $7 per thousand to milk dealers 
who will distribute them to grocery stores. Announcement of 
the offer through the International Association of Milk Dealers 
brought orders for 25,000 cards from 57 dealers the first week 
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Fairies 


have our laboratory 
We. now on an in- 
strument which will tell just how 
much editorial Romance an Ad- 
vertising Age reader can stand 
before loping to the window and 
jumping happily into space. 
While it is being perfected, we 
take a chance with one more. 
The subject this month is 
Nehum Sabsay. His complete 
short novel, ‘Behind the Swamp 
There was a Village’, appears 
in May Scribner's (on all news- 
stands and if you don't have 
your copy, what kind of a person 
are you?). Sabsay fought during 
the war in both the Belgian and 
Russian armies. When Russia 
blew up in 1918, he left and 
came to the United States. He 


was 28 years old, he couldn't 


speak a word of English and he 
was broke. Five years later he 
was graduated from Harvard 
with a mining engineering de- 
gree. To get the money to go to 
college, he worked in mines and 
shops, all the time perfecting his 
English. (This part doesn’t sound 
just right because the language 
we learned working in a shop 
wasn't what you need to get 
into Harvard.) 

Sabsay says, “| surrounded 
myself with dictionaries, gram- 
mars and all sorts of books of 
synonyms, and began to describe 


my wer experiences. From that 


came “Behind the Swamp”, 
which is not a war story, but the 
tale of a soldier who finds a 
centre of life and love in a 
ruined village. 

But, keep your seats; that isn’t 
all. The manuscript first came to 
the book editorial department of 
Scribner's four years ago. It was 
turned down because it was too 
short for a book. When it was 
entered in the $5,000 magazine 
contest, the readers who read it 
as a book remembered it im- 
mediately. Not only did they re- 
member it but they could recite 
the plot and many of the minor 
incidents. They did this even 
though they had read hundreds 
of other manuscripts in the inter- 
vening years. 

Do you understand what it 
means when a story clings thet 
long in the mind of a busy edi- 


torial reader? 


SCRIBNER' 


HOME TALKIES 
JUST AROUND 
THE CORNER 


New York, May 7.—Sound motion 
pictures for the home are so close 
that the manufacturers of home mo- 
tion picture projectors are busily 
appointing distributors—a majority 
of them from the radio industry— 
and arranging with producers of 
film subjects for assortments, ac- 
cording to Radio Retailing. 

This authority reports that re- 
sistance on the part of the Holly- 
wood magnates to the re-printing on 
16 mm. film of the vast number of 
suitable subjects in their standard 
libraries has softened to the point 
where at least four of these pro- 
ducers have established “home” de- 
partments to prepare subjects for 
domestic use. 

Radio Retailing said there are al- 
ready on the market or soon will be 
new home motion picture projecting 
machines which will be equipped 
with a synchronous sound reproduc- 
ing attachment. These devices will 
be well-built, compact and suitable 


for general use. 

They range in price from $125 to 
$700. Records, 16 inches wide, but 
turning at 33% instead of at the 
usual phonograph speed of 78 revo- 
lutions per minute, are being used. 
Sound on 16 mm. film, another 
method of synchronization, has not 
as yet proved feasible. Film and 
dise will cost from $19.50 to $24. 

The paper continued: 


Films Important 


“Because 95 per cent of the retail- 
ers cannot afford to purchase out- 
right a sufficient number of subjects 
to constitute a local library, and be- 
cause the present demand for sound 
film subjects is not lively enough to 
make such an investment worth 
while, films and discs undoubtedly 
will be purchased by financially 
strong radio distributors, for leas- 
ing to their dealers, or will be han- 
dled by film library specialty depots 
on a similar basis. 

“A third method of distribution 
will be through the manufacturers 
of the projection apparatus. These 
manufacturers already have ar- 
ranged for supplies of films, and, in 
turn, will lease or sell them to their 
distributors. 

“The process, from a_ dealer’s 
viewpoint, will involve carrying a 
small film stock and library cata- 


logs. The dealer will then order 


from the distributor and will rent 
for approximately $1.50 per 400 ft. 
subject, films and records to his 
customers. It will be the radio deal- 
er’s responsibility to check these 
films, to re-wind and repair them. 
Thus the radio dealer must master 
the subjects of film ‘patching’ and 
of film rental bookkeeping. 


- “Servicing will be a comparatively 

simple matter, inasmuch as it in- 
volves little additional knowledge 
not now in the possession of the 
average radio servicer. 


“From this, it will be seen that 
the next step is for radio distri- 
butors not only to tie up with some 
manufacturer of motion picture ap- 
paratus, but also, to place at the dis- 
posal of the radio dealer a supply of 
films and records ample enough and 
varied enough in character to make 
the purchase and use of a home pro- 
jector an attractive proposition.” 


Sewing Transfers 
Richard Sewing, late of Infants’ 
& Children’s Department, New York, 
has joined Infants’ and Children’s 
Review, published by the Haire Pub. 
Co., New York. 


Edits “Good Furniture” 


National Trade Journals, Inc., 
New York, announces the appoint- 
ment of W. Shaw-Thomson as editor 
of Good Furniture and Decoration. 
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Bigger Markets for 


One of the most interesting adver- 
tising developments of recent years 
has been the expansion of advertis-_ 
ing of products used in outdoor) 
sports and athletics. Not only are| 
there more advertisers, but the 
amounts which they have found it, 
profitable to expend for advertising | 
have increased. Space units have 
become larger as the sales objective 
has grown in size and importance. 

A few years ago a golf-ball man- 
ufacturer, for instance, would have | 
hesitated to use big space in any 
mediums except those definitely re- 
lated to golfing, but as the number 
of golf players has increased by 
millions, the golf-ball and equipment 
manufacturers have found that they 
could profitably shoot at the tre- 
mendously increased number of play- 
ers represented in general groups. 


Hence it is not unusual to find 
golf equipment being advertised in 
maximum space units in newspapers 
and magazines, as well as in the 
specialized player and trade publi- 
cations serving the field. The whole 
promotional job has been increased 
and broadened through the expan- 
sion of the market. 

In the same way, manufacturers 
of outboard motors and motorboats 
are tackling the possibilities of cre- 
ating bigger markets through adver- 
tising. They still have an educational 
job to do, but with their effective 
presentation of the joys and con- 
veniences of water travel, they are 


confident they will find a greatly in- 


Distribution Adds 


Some of the most valuable think- 
ing which is being done with refer- 
ence to business, especially in the 
field of advertising and marketing, 
is along economic lines, in an effort 
to relate properly to product value 
the activities which are in the field 
of distribution and merchandising. 

Thinking of value immediately de- 
velops the idea that few products 
are of specific or intrinsic value, 
merely as factory output. Their 
value is developed only when they 
are related to consumption through 
what the economists call the place, 
time and possession utilities —in 
other words, through the activities 
which carry the product from the 
factory to the point of use, and 
make that use desirable and satis- 
fying. 

Since these processes involve dis- 
tribution and merchandising efforts, 
and since advertising is a primary 
factor in this type of work, it is well 
to realize that product value is not 
finished when the product leaves the 
factory, but that its values are 
added to as the distribution service 
puts it at the convenient disposal of 
the actual consumer. Acceptance of 
this concept will tend to eliminate 
the attitude that distribution costs 
are a necessary evil, and that adver- 
tising and the other distribution 
functions should be reduced as far 


as possible. 


Outdoor Products 


creased demand for their particular 
type of outdoor equipment. 


The United States is a nation 
which spends a large share of its 
time outdoors, engaged in athletic 
and recreational activities. Shorter 
working hours, which are almost 
certain to be realized as a perma- 
nent part of the business and indus- 
trial program, emphasize the oppor- 
tunities for this kind of merchandis- 
ing, since more hours will be 
available for sports and athletics of 
all kinds. The schools and colleges 
are increasing interest through in- 
tramural sports programs which are 
more generally inclusive of their 
student bodies than intercollegiate 
competition permits. 


The attendance at professional 
baseball games thus far this season 
has been the largest on record, in 
spite of current business conditions, 
demonstrating that the American 
citizen maintains his interest in 
sports in spite of temporary set- 
backs. Furthermore, participation in 
sports and athletics directly, as well 
as through enjoyment as spectators, 
does not necessarily involve large in- 
dividual expenditures, and hence 
even less prosperous times than 
usual furnish opportunity for sales 
expansion of this character. 


It will be interesting to note the 
degree of success which attends the 
markedly increased programs of 
advertising adopted for the summer 
of 1931 by manufacturers interested 
in this field. 


Value to Product 


Dr. W. J. Donald, managing direc- 
tor of the American Management 
Association, made this point clear in 
a recent address at New York Uni- 
versity, when he said: 

“A great deal of popular discus- 
sion of marketing problems tacitly 
assumes that comparatively little 
value, if any, is created by advertis- 
ing, selling, distribution or merchan- 
dising, and out of that neglect of 
place, time and possession utilities 
arises a large part of the misunder- 
standings regarding the spread be- 
tween the expenses of production of 
form utilities and the ultimate price 
to the consumer. 

“It is the failure to recognize that 
additional utilities are created in the 
course of the marketing process 
which is largely at the basis of the 
proposals for eliminating the mid- 
dleman. Many a manufacturer has 
found out to his chagrin that the 
creation of certain place, time and 
possession utilities requires effort 
and expense, whether performed by 
the manufacturer or performed by 
others.” 

Advertising, as well as other fac- 
tors in distribution, adds directly to 
product values, by supplying utilities 
which the product would not other- 
wise possess. That fact, now being 
grasped by economists, should be 
appreciated by the business world 
and the general public as well. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


247. Sleepless Salesmen. 


Beginning with the denial of the 
farmer who, seeing his first giraffe, 
said, “Hell, there ain’t no such ani- 
mal,” this booklet of the Chicago 
Elevated Advertising Company 
makes a good case for the car cards 
and station posters of the Chicago 
Elevated System and Suburban Sys- 
tems of the Illinois Central, Chicago 
& Northwestern, Chicago, Burling- 
ton & Quincy and Chicago & West- 
ern Indiana. The booklet describes 
how the company produces 60,000 or- 
ders for elevated advertised goods 
every year. 


241. Travel Maker. 

Scribner’s Magazine, New York, 
has published this 44-page booklet 
to exhibit the work of travel adver- 
tisers who used the magazine the 
past year. The foreword suggests 
that travel service, together with 
other services and merchandise 
which require special appreciation or 
are out of the ordinary, should be 
advertised to opinion makers, not to 
everybody. 


242. Circulation Analysis — “The 
Western Home Monthly.” 


Published by The Western Home 
Monthly, Winnipeg, this booklet 
shows the extent to which Western 
Canada has been urbanized in the 
past few years. Tables by govern- 
ment census divisions give the per- 
centages of urban population, num- 
ber of urban homes, electric meters, 
automobiles, telephones and chain 
stores. A list of advertisers shows 
that many progressive American 
companies have been attracted by 
the per capita purchasing power of 
$713. 


243. Announcement —The Hanjon 
Company. 

With its entry into the electrical 
transcription field, the Hanjon Com- 
pany, New York, has issued a folder 
describing eight new sustaining pro- 
grams available, which reflect this 
experienced organization’s knowl- 
edge of radio entertainment that 
clicks. 


244. Registering with the Architect. 

The first of a series of booklets on 
the subject of advertising to the 
architect written by Paul T. Haagen, 
editor of Electrical Specifications, 
New York. Errors occur, the book- 
let points out, when the advertiser 
forgets that the architect is eye- 
minded by nature, that he is an 
aesthete rather than an engineer 
and that he functions, not as a con- 
sumer nor as a purchasing agent, 
but as a trustee. 


245. Black Magic. 


This is the title of the leading 
article in the current “Contact”, 
monthly magazine of the Aaron S. 
Bloom Advertising Agency, New 
York. It refutes common misconcep- 
tions as to advertising costs, and 
proves that advertising pays its own 
bill of $2,000,000,000 yearly by stim- 
ulating consumption and speeding 
up production. 


246. Front Page News. 

In this pamphlet, McCall’s Maga- 
zine, New York, has reprinted re- 
ports from the New York Times of 
two addresses by Dr. E. V. McCol- 
lum, the eminent food scientist who 
contributes regularly to the maga- 
zine. One deals with new experi- 
ments tending to show that mater- 
nal feeling is dependent upon min- 
eral elements in the diet. 


224. The Acorn Calendar. 


This is a sample of a new idea in 
advertising calendars developed by 
the Acorn Press. It combines the 
features of a booklet, or catalog, and 
a calendar on the basis of 75 per 
cent utility and 25 per cent adver- 


tising. 
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—Life. 


“Madam, doesn’t this challenge your imagination?” 


Not N. Y. U, But— 


To the Editor: ADVERTISING AGE 
recently printed the statement that 
New York University is the only 
other college in the country giving 
a course in radio advertising. 

The story should have credited the 
College of the City of New York, 
which has the distinction of being 
the first in the field of instruction in 
radio advertising. 

M. L. BRITTAIN, 
Pres., Georgia School of 
Technology, 
Atlanta, Ga. 


* * * 


—College of City of N. Y. 


To the Editor: Your story fea- 
turing the course on radio advertis- 
ing offered by the Georgia School of 
Technology contained an error. The 
College of the City of New York is 
the one intended by your corre- 
spondent, as New York University 
has not yet established such a 
course. 


As I am the lecturer who gave the 
original course at the invitation of 
the College of the City of New York, 
—the first given by any school or 
college in this country—I should like 
to be sure that the prestige which 
comes from pioneering is given to 
the college which earned it. 

F. A. ARNOLD, 
Director of Development, 
National Broadcasting Co., New 
York, 


* * * 


Another Correction 

To the Editor: “Copy Cub” re- 
cently remarked that “a corset com- 
pany advertises one of its staff as 
‘an expert in solving figure prob- 
lems.’ She should be transferred to 
the accounting department.” 

We had several long conferences 


with our client, the Royal-Worcester 


Voice of the Advertiser 


Corset Company, and finally decided 
that the member of the staff who 
was an expert at solving figure prob- 
lems would be much more valuable 
as a member of the designing, rather 
than the bookkeeping staff. 


Because—it so happens that she 
is an expert on both round and 
angular figures, and all those requir- 
ing color treatment. In the account- 
ing department, we need experts in 
handling figures in black ink only. 

Otis CARL WILLIAMS, 

Rule-Williams, Inc., Worcester, 

Mass. 


* * * 


L. & T. and L. 


To the Editor: Will you advise 
me what advertising agency is plac- 
ing the advertising for Pepsodent’s 
new mouth wash? 

I have been asked to get this in- 
formation for a couple of clients in 
an argument. 

JAMES L. COLE, 
Vice-Pres., Cole’s, Inc., 
Des Moines, Ia. 


* * * 


In Return, Tell Us 
What the “Q” Is For 


To the Editor: Our club has de- 
cided to hold a homecoming for past 
presidents and charter members May 
11. Among the 45 who organized 
the Lincoln Advertising Club May 
15, 1908, was A. L. Gale, represent- 
ing the Lincoln Daily Star. The last 
time I saw Mr. Gale was in 1914 in 
the offices of the Long-Critchfield 
Corporation, as it was then called. 

I hardly know where to get in 
touch with Mr. Gale, but it is likely 
some one in your organization may 
know his whereabouts. 

CHARLES Q. DE FRANCE, 

Secty., Lincoln (Neb.) Adver- 

tising Club. 
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May 9, 1931 


ADVERTISING AGE 


PRICE~CUTTING 
STUDY 1S MADE 
BY LEHN & FINK 


To Pave Way for Intelligent 
Recommendations 


New York, Hay 7.—The whole 
question of price maintenance is now 
under the microscope and will be an- 
alyzed in a report to be made next 
fall, Hugo Bell, assistant to the presi- 
dent of Lehn & Fink, and vice-chair- 
man of the fair price committee of 
the New York Board of Trade, told 
the Association of National Adver- 
tisers at Detroit last week. 

The study is being financed by the 
Lehn & Fink Products Company and 
prosecuted by Prof. Edwin R. A. 
Seligman for the Board of Trade, 
with the assistance of Dr. Robert A. 
Love, of the College of the City of 
New York. The following six phases 
will be covered: 

1. An account of how price-cut- 
ting and price maintenance have 
come about. 

2. A description, first, of price- 
cutting methods used and secondly, 
of the efforts to maintain prices. 

3. A study of business experi- 
ences. 

4. A series of independent inves- 
tigations covering such topics as 

a. What articles are used as lead- 
ers? 

b. Is it necessary to discontinue 
advertised articles? 

c. Pricing policies. Is the prob- 
lem one of “cut prices” or only one 
of window leaders? 

5. An analysis of the arguments 
for and against price maintenance. 

6. An evaluation of proposals for 
improving the situation. 


A Devious Path 


“We do not know where this study 
will lead,” commented Mr. Bell. “It 
may run up against a stone wall, 
lead to new points of view which will 
help mould publie and trade opinion 
so that predatory price-cutting will 
be discountenanced, or it may lead 
to a reconstruction of legislative ef- 
forts.” 

A committee of business leaders 
has been appointed by the Board of 
Trade to make recommendations 
based on the report, when ready. 

Mr. Bell gave an interesting pic- 
ture of Lehn & Fink distribution 
methods, which, he said, are not nec- 
essarily the most efficient possible 
because “not enough information 
has been properly gathered and in- 
terpreted to determine which policy 
is soundest. 

“Lehn & Fink control a number 
of different products among the best 
known in the toilet goods field,” he 
continued. “Separate organizations 
handle each product, with separate 
sales managers, separate sales 
forces, advertising departments and 
so on. 

“Some of our products are among 
the prize footballs of the price cut- 
ter. On others the retailers retain 
the full suggested price in nearly 
every case. By the nature of some 
of our products, we must use the 
jobber in order to get 100 per cent 
distribution. 

“For other lines, we choose our 
customers, restrict our sale, elimi- 
nate the jobber and are therefore in 
a position to refuse our merchandise 
to those whose prices or policies are 
harmful to our interests. Perhaps if 
we sold the present full price line 
indiscriminately our sales would 
triple.” 


Methods in Europe 


Mr. Bell explained that President | J 


Edward Plaut, of Lehn & Fink, 
spends about half of his time in 
Europe and has found three differ- 
ent solutions to the price-cutting 
problem there. 

In England there is the Proprie- 
tary Articles Trade Association, 
made up of manufacturers, whole- 
salers and retailers, including chain 


President Unable to 
Attend Convention 


Washington, D. C., May 7.— 
While President Hoover will 
be unable to attend the con- 
vention of the Advertising 
Federation of America in New 
York in June, because of pre- 
vious engagements, he will 
send a message to be read at 
the meeting. 

Gilbert T. Hodges and G. 
Lynn Sumner came to Wash- 
ington to invite the President 
to attend. 


stores. The manufacturer fixes the 
minimum price for the wholesaler 
and the retailer. The method of en- 
forcement is the boycott. 

In spite of equal prices, the chains 
have increased, both in the number 
of chains and in the number of 
stores per chain. 

In Germany price protection is 
granted by law. Last January the 
German government was trying to 
reduce the cost of living and it de- 
creed that the price must be reduced 
or the content increased 10 per cent. 

In France, Mr. Bell said, price 
maintenance is barred by law, but 
there is little price-cutting. The 
French merchant is usually satis- 
fied with a fair volume of business 
on which he can make a reasonable 
profit. 


ST. LOUIS DRUG 
SURVEY STUDIED 


St. Louis, Mo., May 7.—Chain 
drug stores carry a _ considerably 
larger number of items than inde- 
pendents, the drug store survey be- 
ing conducted here by the Depart- 
ment of Commerce reveals. The ad- 
ditional items are chiefly in sundries 
which constitute the merchandising 
end of the business, W. F. Ander- 
son, in charge of the survey, said. 


These inventory findings are in di- 
rect contrast to the situation uncov- 
ered in the Department’s survey of 
grocery stores in Louisville, where 
the chains were found to carry a 
much smaller number of items than 
independents. 


The chain drug stores also carry 
a greater variety of toilet goods and 
about the same number of items in 
medicinal goods, showing that 
despite their activities in general 
merchandising they are still drug 
stores in the true sense. 


The inventories revealed a wide 
range in the number of _ items 
stocked, with three of the indepen- 
dent stores having approximately 
10,000 items each, the two chain 
units considerably more than this 
number, but with most of the inde- 
pendent stores having in the neigh- 
borhood of 5,000 items. 


; One store with about 3,600 items 
Is apparently one of the most suc- 
cessful and profitable of the entire 
group, the field specialists report. 
An interesting feature of the in- 
ventories is the fact that all adver- 
tising material displayed in the store 
was listed item by item and a com- 
parison will be made showing to 
what extent items advertised in the 
store were actually stocked. 

A detailed analysis of the pre- 
scriptions filled by the drug stores 


covered in the survey is soon to be 
undertaken. 


Many Candidates 


at Los Angeles 


Anson C. Bushnell, C. J. Elsasser 
and E. J. Murphy are candidates 
for the presidency of the Advertis- 
ing Club of Los Angeles. The re- 
mainder of the slate: 


For first vice-president, Guy E. 
Burroughs and Hollis M. Wade; sec- 
ond vice-president, Charles J. Elliott, 
. G. Jeffery, W. J. Kennedy and 
W. H. Mackie; 


For directors, Dr. Raymond L. 
Beebee, Louis C. Breer, Irvin C. 
Bruss, J. Paul Herdman, Dr. Louis 
Jacques, Russell M. Mac Lennan, 
Charles L. McFaul, Roy H. Sheldon, 
John H. Southard, James G. Sprech- 
er, J. G. Jeffery, Ned B. Johnson, 
Dr. Glenn Winslow and Elmer J. 
Wood. 


In its editorial pages, American Architect tells architects 


—r 


t 


== 


tractcis, 


others affiliated with the building industry, as well 
as architects. 


WHAT TO DO 


| @~» « « Prepare a petition covering the points on 
the opposite page. 


i 

i : ‘ : 
b + « « Get as many signatures as possible with | 
| address and business connections, including con- 


material men, realtors, 


| © « + «© Present the petition to societies, clubs, 
labor organizations, and civic: bodies, and ask for — i 
resolutions of endorsement. 


d - + « Inform the newspapers of what you are 
| . doing, why you are doing it, and how it will ; 
benefit the community. : 


e. « « Send the petition with all the. signatures 
you can get to the editors of The American 
Architect. 


if . . . Write to your congressmen, tell them what 
you have done, how many signed the petition, 
and what the sentiment is in your locality. 


Then, The American Architect will arrange for 

presentation of the petitions to the Secretary of 
the Treasury in such a manner as to secure the 
greatest possible chance for favorable action. 


Remember that if you can only get a few signa- 
tures they, with others, will help to make a large 
total and render more certain the desired action. 


bankers, 


+ 


; 


nila veal n 


and 


> Satine lin cttoei tila 


We don't believe the government 


should compete with private business 


@ @ @ This belief is shared by exec- 
utives in high government 
positions. 


Fer the past six months, the American Architect has carried on 
an aggressive campaign to have federal, state and municipal 


building programs turned over to architects in private practice. 


In a striking article in the May issue, Benjamin F. Betts, A.1.A., 
editor of the American Architect, tells architects how to pre- 


pare a monster petition urging the government to get out of 
the architectural business. 


The American Architect, as part of the world’s largest publish- 
ing organization, is in an unique position to carry on this 
fight. And architects from coast to coast say, “Keep it up!” 


Hearst Business Magazines 


MOTOR — AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 


Up, Up and Up 
Goes Squibb’s 
Appropriation 


New York, May 7.—Though exact 
figures are not divulged, the 1931 
advertising investment of E. R. 
Squibb & Sons will be the largest in 
the history of the company, accord- 
ing to Carleton H. Palmer, presi- 
dent. 

In 1930 the company established a 
record with an investment of nearly 
$3,200,000, an increase of 10 per 
cent over 1929. Mr. Palmer said 
plans for 1931, already partly car- 
ried out, call for “our usual in- 
creases.” 


The principal general and class 
magazines being used by the com- 
pany this year are American Mag- 
azine, Cosmopolitan, Saturday Eve- 
ning Post, Collier’s, Time, Life, Col- 
lege Humor, Good Housekeeping, 
Ladies’ Home Journal, Literary Di- 
gest, New Yorker, Parents’ Maga- 
zine, True Stories, Woman’s Home 
Companion, and American Mercury. 

In a letter to Squibb stockholders 
Mr. Palmer said that with the aid 
of intensive advertising and sales 
promotion effort in 1930 “one of the 
most difficult business years ever ex- 
perienced by the company also was 


made the most successful in the long 
history of the house.” 


Gain in Europe 


Sales of the parent company and 
all subsidiaries, including Canadian 
and European branches, increased 
substantially, especially in Europe. 
Credit for the increased sales in 
Europe was “chiefly due to the open- 
ing of more sales agencies and in- 
creased advertising”; while growth 
of business in the United States was 
attributed, in addition to these fac- 
tors, to a more intensive develop- 
ment of the profit-sharing plan in- 
augurated in 1929, and recently de- 
scribed by ADVERTISING AGE. 

Another factor in the upward 
climb of Squibb sales and profits, 
Mr. Palmer said, was the adoption 
last July of the five-day week with- 
out curtailment of the worker’s 
weekly income. 

“Although this move reduced 
working hours nine per cent,” he 
pointed out, “it stimulated the main- 
tenance of a high esprit de corps, 
reduced labor turnover and resulted 
in increased efficiency.” 

The company’s 1930 net profit was 
$1,571,648. 


Is Account Executive 
H. Lewis White has joined Harold 
W. Mesberg, Inc., Milwaukee, as ac- 
count executive. 


Gleason New Chief 
of Dotted Line Club 


E. H. Gleason, business manager 
of The Inland Printer, Chicago, was 
elected chairman of the Dotted Line 
Club, Chicago, at the annual meet- 
ing this week. ‘ 

Wm. J. McDonough, Dry Goods 
Economist, was elected first vice- 
chairman and K. H. Koach, Furni- 
ture Record, second vice-chairman, 
with C. L. Haskins, National Petro- 
leum News, as secretary-treasurer. | 

The advisory committee: L. C. 
Pelott, Steel, retiring chairman; R. 
T. Sanford, Class & Industrial Mar- 
keting; George Andrews, Power. 

The club will hold a golf tourna- 
ment June 18. 


New Nominees in 


San Francisco Race 
Frank F. Kilsby, sales manager of 
the Recorder Printing & Pub. Co., 
San Francisco, will have opposition 
in his. candidacy for president of the 
San Francisco Advertising Club, a 
recent nomination for the same office 
being Walter W. Cribbins, head of 
the company of that name. 
Earle V. Weller, manager of the 
Campbell-Ewald office, is an added 
candidate for vice-president. 


Maxwell Promoted 


Ray J. Maxwell has become ad- 
vertising manager of the Missouri 
Pacific Lines, St. Louis, succeeding 


J. F. Rector. 


a A 
fn —— rod a 
| ee 
| rT CUti‘CC;C;COCO*;”;COC;#*CZC‘;«@:Cd . 
pe en 
| ae 
- 
& 
| Be 
i | . 
| an 
| syed aad 
| | rue tee 
| | eee c 
ee . 
ee . 
ae 
: E 
? Seek Si 
: pe pog a 
: seen 
r . - lea oe : 
| hy eee * z) 
| fe ee 
| aR RRR A CRE RC TRE SE RT RRS AR NEA S| RE NRA ER SR TERR SE RR AN RR EM NA eR RCRD RR ie 
——————— a cae eee ncn een eee ememmemeeteneemieemeendneaiemiameinememennmeinamemnemaenne 
ooo le__=—=——=—E—EE—E—E—E—E—E—E—E——————E—eE—E—EEeeeeeeeeaeESESSSSEESSSSS——_——_—_—_—_S__e— 
i 
| 
| ae | - 
e | 
wn | ; 
. | a i 
1- . 
n 7 
| | 
ee | 
— 
4 TC—i‘CN | 
t | a 
st 
Ly 
2d 
Ly | | 
t- 
st P| 
in | 
ld | 
in 
ly __ | 
: ae pe 
, | iit ; x 
7 o . . : . aa a : ; ; : . . ) | ; 
Sa aa 4 - 
Pe =e 


RADIO AUDIENCE |_ 


NOT GRATEFUL, 
BROWN AVERS 


That’s Why Advertising. Gon- 
tent Is Growing 


Washington, D. C., May 5—Radio 
held the center of the stage at the 
closed meeting of the American As- 
sociation of Advertising Agencies 
last week when four experts dis- 
cussed various phases of radio adver- 
tising. 

They were L. Ames Brown, presi- 
dent of Lord & Thomas and Logan, 
and chairman of the Four A’s com- 
mittee on radio broadcasting; M. A. 
Hollinshead, director of the radio 
department of the Campbell-Ewald 
Company, Detroit; Howard Angus, 
of Batten, Barton, Durstine & Os- 
born, and chairman of the radio 
group of the New York Council; and 
H. H. Kynett, of the Aitkin-Kynett 
Company, Philadelphia, chairman of 
the radio group of the Philadelphia 
Council. 

Mr. Brown said that advertisers 
who went on the air with the idea 
that if they gave the public a first- 
class musical program without any 
direct advertising, listeners would 
express their gratitude by buying 
their goods, have been disillusioned. 


Advertising Content 


The answer was found in a recent 
analysis of the programs of 109 
advertisers on the two leading 
chains. The ten most popular pro- 
grams have an average advertising 
content of 8 per cent. Three of the 
first rank run about 11 per cent. 
Only one runs less than 6.5 per cent. 

“The most popular 15-minute 
sketch and the one that has prob- 
ably been the most productive in 
sales,” he said, “averages 11 per 
cent advertising. The full-hour pro- 
gram which has achieved the great- 
est results for the advertiser, aver- 
ages 11.5 per cent straight advertis- 
ing. In the 109 programs, advertis- 
ing content varies from 1 to 100 per 
cent. 

“Listener acceptance doesn’t de- 
pend upon the length of the adver- 
tising content, but the skill with 
which the entire program is staged. 

“When I see a million people 
spending nearly a million dollars to 
sample a new product announced in 
a radio program, I know that radio 
has taken rank with the printed 
page as a real power in advertising.” 

Mr. Hollinshead said the time 
element is giving impetus to the use 
of transcriptions in broadcasting. 
Only 10 out of a total of 600 com- 
mercial stations now refuse to ac- 
cept transcriptions. While transcrip- 
tions have many advantages, he be- 
lieves the biggest is that they give 
the advertiser the best hours avail- 
able. 


Buying Transcriptions 


There are at least two dozen con- 
cerns which can deliver satisfactory 
transcriptions, he said, but he be- 
lieves it is good judgment to inves- 
tigate recording studios allied by li- 
cense agreement with large electrical 
companies. Many of the latter have 
demonstration apparatus which re- 
produce faithfully the perfections 
and imperfections of any recording. 
This equipment is now being offered 
by lease arrangements to advertising 
agencies for use in their own offices. 

The Campbell-Ewald agency has 
a line piped into the radio depart- 
ment from WJR and two records are 
played on twin turn-tables for pur- 
poses of comparison. 

Mr. Hollinshead went on record 
against “dubbed” programs, consist- 
ing of a recording made from an- 
other recording. He believes the ar- 
rival of television will help recorded 
programs. 

“How to Equip for Radio Work” 
was Mr. Kynett’s subject. He favors 
the handling of radio problems as an 


ADVERTISING AGE 
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Henry B. Humphrey 


RETIRING OFFICERS OF FOUR A’S 


W. C. D’Arcy 


Mr. Humphrey, head of the Boston agency of that name, 
retired as secretary of the American Association of Advertising 
Agencies at the annual meeting last week, while Mr. D’Arcy, 
president of the St. Louis agency, also relinquished his office 


of vice-president. 


integral part of agency operation, 
the copy department, for instance, 
producing radio continuities as well 
as publication copy. 

He believes knowledge of the indi- 
vidual station is becoming increas- 
ingly important, with the develop- 
ment of spot broadcasting. Station 
coverage is another problem. How to 
get good results for the small adver- 
tiser is another fine point. 

“Radio Talent” was discussed by 
Mr. Angus, who said there is no 
such thing as a standard price for 
broadcasting talent. Advertisers who 
do not object to pay high prices for 
station time often hesitate about 
spending enough money for talent 
to make the program productive, he 
said. He believes radio programs 
should be built around a definite 
theme to acquire personality. 


New York Club to 


Welcome Visitors 
Charles E. Murphy, president of 
the Advertising Club of New York, 
has appointed a separate welcoming 
committee for every state in the 
Union to take care of visitors to the 
A. F. A. meeting in June. 
As far as possible, the committees 
hailed from the state they are to 
welcome. 


Changes in Staff 


of “Nation’s Business” 
In a realignment of staff duties, 
Nation’s Business, Washington, D. 
C., has appointed Roy Walker, East- 
ern manager, to succeed Clyde A. 
Stevens, who has become Cleveland 
manager. 
Hal Hursh, Cleveland manager, 
has joined the New York staff. 


Wrigiey to Europe 

Charles W. Wrigley, head of the 
Chicago outdoor soliciting organiza- 
tion of that name, closed his desk 
and went to Europe last week. Mr. 
Wrigley took his car with him in an- 
ticipation of a three months’ tour 
of the Continent. 


Represents Geyer 

Winifred Whitham has become 
Western representative of the Geyer 
Publications, New York. He will 
have his offices in the Merchandise 
Mart, Chicago. The Geyer list in- 
cludes Gift and Art Shop, Geyer’s 
Stationer and Lamp Buyers’ Journal. 


Agency for Putter’ 

C. A. Barden, Oberlin, O., inven- 
tor of a combination putter and 
scorecard for golfers, has placed the 
advertising with the Campbell-San- 
ford Advertising Co., Toledo. Sport- 
ing | goods and golf magazines will be 
used. 


Mackenzie Retires 
Eben J. Mackenzie, one of the 
founders of Mackenzie, Goldbach & 
Berdan, Inc., Toledo, has sold his 
interest in the agency and retired. 


Name Moss-Chase 
The Williams Gold Refining Co., 
Buffalo, N. Y., dental gold and spe- 
cialties, has selected the Moss-Chase 
Company, of that city, as its agency. 


Younggreen Is 
Chairman for 


On-to-New York 


New York, May 7.—C. C. Young- 
green, president of the Dunham, 
Younggreen, Lesan Company, Chi- 
cago, will serve as chairman of the 
National On-to-New York Cemmit- 
tee for the 27th annual convention 
of the Advertising Federation of 
America in New York June 14-18, it 
was announced. 

Group meetings to be held and 
their chairmen are as follows: 

John Benson, president of the 
American Association of Advertis- 
ing Agencies, New York, vocational 
education; Henry Hoke, Postage & 
The Mailbag, Brooklyn, direct mail; 
Jeannette Carroll, Bryant-Stratton 
College, Providence, Federation of 
Women’s Advertising Clubs of the 
World; C. K. Woodbridge, Reming- 
ton Rand, Inc., New York, interna- 
tional trade conference; Earle 
Townsend, Home & Field, New York, 
magazines; 

Morley K. Dunn, New York, man- 
ufacturers’ merchandise advertising 
group; Victor F. Hayden, Chicago, 
agricultural publishers’ group; Cap- 
tain Howard W. Angus, Batten, 
Barton, Durstine & Osborn, New 


—_—- 


Too Much Noise, 
Editor Cuts Talk 


Des Moines, Iowa, May 7.— 
Finding too much competition 
from the home appliances be- 
ing demonstrated, Chelsa C. 
Sherlock, managing editor of 
the Ladies’ Home Journal, 
stopped after he had spoken 
15 minutes at the Better 
Homes Building Exposition. 

The address was being 
broadcast. 


York, broadcasting group; Profes- 
sor R. R. Aurner, University of Wis- 
consin, National Association of 
Teachers of Marketing and Adver- 
tising; 

A. R. Magee, Louisville Courier- 
Journal and Times, Association of 
Newspaper Advertising Executives; 
Leonard Dreyfuss, United Advertis- 
ing Corporation, New York, outdoor 
advertising; J. S. S. Richardson, 
New York, Public Utilities Advertis- 
ing Association, public utilities 
group, and Phil Thomson, Western 
Electric Company, New York, mo- 
tion pictures and sound films. 

Sales promotion division of the 
National Retail Dry Goods Associa- 
tion, Kenneth Collins, vice-president 
of R. H. Macy & Co., New York, 
chairman; Will H. Hays, New York, 
motion pictures; Hector Fuller, New 
York, press; George W. Kleiser, Jr., 
Los Angeles, outdoor advertising; 
John H. Livingston, Jr., New York, 
bus advertising; Ralph Trier, New 
York, theatre programs; Ben J. 
Sweetland, New York, direct mail 
advertisers; 

Barron G. Collier, New York, 
street car and subway advertising, 
and William H. Seeley, New York, 
specialty advertising, are chairmen 
of the publicity and promotional 
groups. 


Builds New Plant 


The Sylvania Industrial Corp., 
manufacturer of Sylphrap, trans- 
parent cellulose paper, has begun 
construction of a million dollar addi- 
ee to the plant at Fredericksburg, 

a. 


Test Vendex Copy 
The Green-Brodie Company, New 
York, is running test copy in mag- 
azines and farm papers for Vendex, 
Inc., of that city, manufacturer and 
licenser of name-stamping pencil 
vending machines. 


Represent B’nai B’rith 
The B’nai B’rith Magazine, New 
York, has appointed Rhodes-Weed- 
Stilwell-Leisenring, Inc., of that city, 
as representatives from Pittsburgh 
and Buffalo to Boston. 


BENSON OFFERS 
FOUR REMEDIES 


Washington, D. C., May 5—A plea 
for conciliation of newspaper pub- 
lishers was voiced by John Benson, 
president of the American Associ- 
ation of Advertising Agencies, at 
the 14th annual meeting here last 
week, 

Mr. Benson said there is much re- 
sentment among newspaper publish- 
ers, due largely, he believes to mis- 
conception. 

“The rate differential and all of 
its attendant evils irk them,” he 
said. “Others resent our ‘sandbag- 
ging tactics’ in going after local 
rates, in demanding free publicity 
and in specifying excessive trade aid. 
They are upset about appropriations 
being diverted into radio. We are 
said to handicap the publisher’s spe- 
cial representative. Publishers 
charge that we prefer mere size in 
circulation.” 

Mr. Benson offered these remedies: 
More effective supervision of agency 
media departments, with the institu- 
tion of house policies; more interest 
in the Audit Bureau of Circulations; 
a re-survey of the free publicity sit- 
uation and a joint meeting to iron 
out difficulties. 

Mr. Benson emphasized, however, 
the necessity for a stable and equi- 
table rate structure in the newspa- 
per field. 


Morrow Is Back 


After two operations, Marco Mor- 
row, assistant publisher of the Cap- 
per Publications, Topeka, Kans., has 
returned to his desk. Mr. Morrow is 
again in good health. 


Returns to Agency 


After 18 months with another 
agency, the Centaur Tractor Co., 
Greenwich, Ohio, has returned to the 
Campbell-Sanford Advertising Co., 
Toledo. Agricultural papers will be 
used chiefly. 


Get Two Accounts 


The Procter & Collier Company, 
Cincinnati, is now directing the ad- 
vertising of the Newport (Ky.) Cul- 
vert Company and the C. F. Streit 
Mfg. Co. 


Buy “Encyclopedia” 
The Bennett-Watts-Haywood Com- 
pany, Chicago, has bought Gage’s 
Electrical Encyclopedia from the 


Gage Publishing Co., New York. 


MILWAUKEEANS LEARN WHAT IT IS TO BE VITALIZED 


ae 


The bathing beauties appearing in the advertising of the Schlitz Brewing Company’s 
“Vitalized” Malt Syrup came to life in the windows of Gimbel’s Milwaukee department 
store during the Second Annual Milwaukee Week, sponsored by Gimbels. 
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Liberty Buys 
3 New Authors 


The editorial road which Liberty will follow 
may be judged by their names: 


Lady Conan Doyle 
Mayor General J. E. Fechet 


(Chief of Army Air Corps) 


Grand Duchess Marie 


(Who will write her sequel to the best selling _ 
“Education of a Princess’) 


| 
| 


Early issues of Liberty will also contain mate- 
rial from the following authors, closely asso- 
ciated with Liberty's past editorial success: 


J. P. McEvoy Robert Benchley 
Machael Arlen Rex Beach 
Elsze Janes Beatrice Grimshaw 


Adela Rogers St. Johns George Allan England 


Human, newsy, briefly presented stories and 
articles written by capable authors and 
illustrated by popular artists will continue to 
make Liberty the most asked-for magazine 
ever published. 
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no greater 


QM,P 


No finer circulation, 


power available any- 


where at any price 


QM, P 


Quality Magazines, Preferred -:- Atlantic, Current History, Harpers, Scribner's 


purchasing 


ONE ORDER 
ONE PLATE 
ONE BILL 

ONE RESULT 


LESS FOOD IS 
EATEN IN 1930 


Washington, D. C., May 7.—The 
American public consumed less food 
in 1930 than in the preceding year, 
according to preliminary figures by 
Dr. O. E. Baker, of the Bureau of 
Agricultural Economics of the De- 
partment of Agriculture. 

Dr. Baker explained that the four 
chief food groups are flour, sugar, 
dairy products and meats, which 
constitute about three-fourths of the 
diet of the American people. 

Flour consumption fell from .89 to 
.88 barrels per capita. 

The decline in butter consumption 
is estimated at 2 per cent per cap- 
ita; cheese declined about 3 per cent, 
and condensed and evaporated milk 
about 6 per cent. Considered in 
terms of milk, these declines would 
constitute about a 2% per cent re- 
duction in milk used. 

Fluid milk consumption ordinarily 
follows the same trend as other 
dairy products and the probabilities 
are that it also declined about 2% 
per cent. 

Meat consumption in 1929 was 
136.8 pounds per capita. The pre- 
liminary figure for 1930 is 131.7 
pounds. This reduction took place 
mostly in pork and pork products. 

Per capita consumption of pota- 
toes also declined slightly. 

In the case of a previous shift in 
the diet of the American people, dur- 
ing the World War, flour consump- 
tion dropped sharply and never has 
regained its previous level, indicat- 
ing that a change in food habits at 
times may become permanent, al- 
though caused by factors not associ- 
ated with the food itself. 


Previous Declines 


In previous business depressions 
of serious proportions, there have 
been sharp declines in meat con- 


sumption, but consumption ordinar- 
ily has risen again after the depres- 
sions ended. 

Among fruits and _ vegetables, 
there were varied trends of con- 
sumption last year. Carlot ship- 
ments, which are believed to be in- 
dicative of consumption, moved up 
sharply for some products and down 
for others. 

Substantial increases were ob- 
served in shipments of tomatoes, 
green peas, onions and lettuce. Po- 


tato shipments were about station- | 


ary, sweet potato shipments de- 


clined, and cabbage shipments were | 


smaller. 

There was a sharp drop in ship- 
ments of oranges but most of the 
other major fruits including pears, 
peaches and apples increased. 

Changes in dietary habits have a 
marked effect on the agricultural 
system and the food industry. It is 
estimated that a diet high in meat 
requires a large acreage in farm 
land, whereas one consisting mostly 
of vegetables and plant products re- 
quires a small acreage. 

It now requires more than two 
acres of crops to feed the average 
American one year but only one acre 
to feed an average German, one-half 
an acre to feed a Chinese and one- 
fourth of an acre to feed a Japanese. 
The differences are due largely to 
the difference in diet, except that 
the difference between China and 
Japan is caused by higher crop 
yields in Japan. 


Bringing Out New 
Line of Cosmetics 


McKesson & Robbins are bringing 
our Fair-est cosmetics, a new popu- 
lar price line to be advertised na- 
tionally beginning in July. W. I. 
Tracy, Inc., New York, will handle 
this, in addition to Lucretia Vander- 
bilt toiletries. 


Tilley with Agency 
Forrest F. Tilley, former student 
at the Chicago Art Institute, has 


OFFICES OF WELL KNOWN ADVERTISING MEN—III 


This is the environment from which H. T. Ewald, president of the Campbell-Ewald 
Company, Detroit, directs the agency’s operations. The desk was a present from employes 
at a Christmas party two years ago. Another accessory is a radio. 


WITH DE SOTO 


| 
| 


Ray C. Blackwell 


Mr. Blackwell has left Mac 
Manus, Inc., Detroit agency, to 
become advertising director of De 


succeeds R. M. Rowland, appointed 
assistant sales manager. 


Chesterfields 
Free for a Day 
in Minneapolis 


Minneapolis, Minn., May 7—This 
city was flooded with cigarettes of 
the “satisfying” blend today when 
Liggett & Myers Tobacco Company 
declared a holiday for its salesmen 
and invited them to come to Minne- 
apolis to help distribute a million 
cigarettes to smokers here as a new 
feature of its advertising compaign. 

Local radio stations were used to 
announce the “free cigarettes” day 
to the public while salesmen can- 
vassed all downtown office buildings, 
the ball park and public institutions 
handing out free packages of Ches- 
terfields to all comers. 

The radio programs carried the 
announcement that Liggett & My- 
ers have not cut any of employees’ 
salaries and that, during the holiday 
in Minneapolis, their salesmen were 
spending a large sum of money with 
local merchants from whom they 
bought the cigarettes they gave 
away at retail prices. 


Bernays to Wall St. 


Edward L. Bernays, New York 
publicity expert, has taken new 


wae the art department of Erwin, 
asey & Co., Chicago. 


quarters at 1 Wall street. 


Soto Motor Corp., of that city. He | 


7,000 COUPONS 
SURPRISE BATES 


Port Chester, N. Y. May 7—Life 
Savers, Inc., is rolling up a sensa- 
tional sales record among boys. The 
initial insertion in a magazine for 


New! Turnune! Mysniyine ! 


Book~ 


le ved bee 
| —_ 
ist » ° 


oft 


boys pulled 7,000 coupons and sub- 
sequent copy has approximated this 
| result. 
| This means considerably more 
|than appears on the surface, since 
|the advertisement, printed in four 
| colors, featured a 32-page “Book-O- 
Magic” to be given for five wrappers 
|from the Life Saver package, and 
the coupons therefore represented a 
sale of 35,000 packages. 

The following advertisements also 
featured the book, with an additional 
offer of a mechanical trick for five 
wrappers and ten cents in cash in 
one instance, and ten wrappers in 
another. 

Merle B. Bates, advertising man- 
ager of the company, said he regards 
the boy market as a primary field, 
but that much depends on the ap- 
proach. 

When Life Savers, Inc., decided 
to go after this market the adver- 
tising department co-operated with 
the advertising department of The 
Open Road for Boys Magazine, New 
York, the medium used, in develop- 
ing a sales plan. E. A. Piller, of the 
advertising department of the maga- 
zine, came up with the campaign 
which was adopted. 

Reprints of the advertising have 
been used to advantage for dealers’ 
window and counter displays. Re- 


WINS NEW MARKET 


Merle Banker Bates 


tailers evidenced particular interest 
in the “Book-O-Magic,” and many 
asked that they be permitted to dis- 
tribute it. 


Enlarge Appropriation 


for Delicious Apples 

A special campaign on Delicious 
apples was approved bv the Wash- 
ington Boxed Apple Burean at Wen- 
atchee. An assessment of one-half 
cent ver box will provide an appro- 
priation of about $125.000. 

The Izzard Advertising Ageney, 
Seattle, which has handled the gen- 
eral apple campaign, will be in 
charge of the new one, through Wil- 
liam H. Horsley, vice-president. 


In Publishing Field 


Bert C. Brum, former assistant 
advertising director of the Pabst 
Corp., Milwaukee, will renresent the 
Gillette Publishing Co., Chicago, in 
Wisconsin. 


Revolite Has Agency 
The Revolite Corp., subsidiary of 
Johnson & Johnson, Brunswick, N. 
J., has appointed J. P. Muller & Co., 
New York, as advertising counsel. 


Gould Moves 


The H. P. Gould Company, Chi- 
cago, publisher of Management and 
Gould Reports, has moved to 201 N. 
Wells Street. 


Publisher Sails 
Accompanied by Mrs. Weatherby, 
G. W. Weatherby, president of the 
W. D. Boyce Company, Chicago, 

sailed for Europe this week. 
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DRUG DISPLAY, 
JOBBER SERVICE, 
WIN FOR AMITY 


Aware that the druggist’s interest 
in diversification is matched by his 
disinclination to carry large stocks 
of accessory lines or to compete at 
a disadvantage with regular chan- 
nels of distribution, the Amity 
Leather Products Company, West 
Bend, Wis., has devised a new plan 
for selling billfolds through the drug 
trade which has met with great ini- 
tial success. 

Described as “The Personalized in 
Gold Plan,” the arrangement re- 
quires the dealer to buy only a small 
sample assortment. The orders are 
filled individually from the drug 
jobber’s stock, the jobber imprinting 
the customer’s name or initials. 

The dealer’s sample assortment 
consists of six pieces, priced at re- 
tail from $1 to $5. The deal in- 
cludes free a wrought iron and glass 
counter display case, which gives 
perfect visibility to each item. 


Jobber Does Work 


The plan had its inception in the 
current demand for individualized 
personal articles. Since it was im- 
practicable for the druggist to in- 
vest in imprinting machinery or for 
the manufacturer to do the work at 
the factory because of the time ele- 
ment, it was decided to supply job- 
bers with the imprinting equipment. 

With the jobber doing the im- 
printing, the druggist can offer serv- 
ice comparable to that of the leather 
goods store. The dealer who buys 
from a local jobber can give 24- 
hour service, and the jobber organi- 
zation covers the country so thor- 
oughly that delivery can always be 
made in three days. 

The Amity company, which has 
successfully sold through druggists 
for several years, does not maintain 
a dealer contacting organization, but 
depends entirely on drug jobbers to 
introduce and sell its products. So 
that the line can’t be buried among 
the 40,000 items in the average drug 
jobber’s catalog, the company sup- 
plies jobbers’ salesmen with small 
leather-bound portfolios picturing 
its goods. 

The account is handled by the Chi- 
cago office of Erwin, Wasey & Co. 


College Comics 
to Standardize 
Color Service 


New York, May 7—At a meeting 
of representatives of 18 leading col- 
lege humorous publications in the 
East, plans were completed for the 
development of a new color service 
for advertisers. Four-color adver- 
tisements will be printed in insert 
form in New York for distribution 
to the publications used, the result 
of the standardization and co-opera- 
tive methods being a substantial sav- 
ing for advertisers. 

The entire production will be han- 
dled by the group, the advertiser 
supplying one set of plates. 

College magazines which are par- 
ticipating in the new plan are Yale 
Record, Harvard Lampoon, Prince- 
ton Tiger, Pennsylvania Punch 
Bowl, Cornell Widow, Dartmouth 
Jack o’ Lantern, Amherst Lord Jeff, 
Williams Purple Cow, Colgate Ban- 
ter, Hamilton Royal Gaboon, La- 
fayette Lyre, Lehigh Burr, Penn 
State Froth, Johns Hopkins Black & 
Blue Jay, Columbia Jester, Boston 
University Bean-Pot, Syracuse 
Orange Peel, Massachusetts Tech 
Voodoo. 

The new plan will be used in con- 
nection with four issues during the 
next college year, October, Decem- 
ber, March and May. 

A committee organized to develop 
the new plan consists of Carlton C. 
Leedy, Yale Record; Aron J. Rosen- 
berg, Boston Bean-Pot; George Lar- 
sen, Williams Purple Cow; Herbert 
D. Strauss, Pennsylvania Punch 


NEW DISPLAY FOR BILLFOLDS 
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Rule Against 
‘Coal-O-Matic’ 
As Trade-Mark 


Washington, D. C., May 7.—The 
opposition of the Williams Oil-O- 
Matic Heating Corporation to regis- 
tration of “Coal-O-Matic” as a 
trade-mark was upheld by the Court 
of Customs and Patent Appeals, 
which confirmed decisions of the Ex- 
aminer of Interferences and the 
Commissioner of Patents. 

Roy Cross sought the registration 
of the trade-mark for use on de- 
vices for feeding solid fuel, in the 
form of pulverized coal, to furnaces. 
The Williams trade-mark covers a 
device for automatic feeding of fuel 
oil to furnaces. 

While the court sustained the de- 
cisions of lower tribunals, it gave 
notice that it did not agree with 
their reasoning on several points. , 

“The public might easily conclude 
from the marks, standing alone,” it 
said, “that the products were those 
of the same manufacturer, since 
both are in the same field of activ- 
ity. 

“As we understand the Commis- 
sioner’s decision, he held that the 


specific structures of the respective 
parties are radically different; that 
the word ‘Coal’ serves to sharply 
distinguish from opposer’s goods and 
its trade-mark,’ and that confusion 
would not be likely, in part, because 
of the high prices of the articles, 
but nevertheless denied the registra- 
tion because ‘the applicant has not 
only adopted the opposer’s terminol- 
ogy, but has adopted its precise form 
“.O-Matic”-, the hyphens separating 
the “O” and giving this peculiar 
character to the mark.’ 

“We do not understand that reg- 
istration may be denied appellant 
simply upon the ground that his 
mark simulates or closely resembles 
or contains a part, however promi- 
nent, of the mark of appellee. There 
must be the additional feature that 
the goods to which the marks are 
applied are of the same descriptive 
properties so that confusion would 
likely result when the marks are ap- 
plied.” 


Direct Mail Men 
in New York Meet 


Direct mail advertising interests 
will hold a meeting in New York 
June 16, while the Advertising Fed- 
eration of America is in session. 

John M. Dougherty is general 
chairman for the meeting. 


Think Beauty 
in Water Tanks 
Will Make Sales 


The merchandising possibilities of 
a contest are no more limited to the 
period between the opening and the 
closing of the contest than produc- 
tivity of an advertising campaign is 
confined to the period of its dura- 
tion, say officials of the Chicago 


Bridge & Iron Works, Chicayoiman-. 


ufacturer of Horton steel tanks. 

The company has just closed a 
contest among architects and engi- 
neers for new designs for industria] 
and municipal elevated water tanks. 

The contest, which was announced 
in November, closed March 1, eight 
winners receiving $4,000 in prizes. 
There were 152 entries, many of 
them from foreign countries. The 
first prize of $2,000 went to Eugene 
Voita, of Chicago. 

Said Milo Smith, advertising man- 
ager of the company: 

“We found the contest cost us 
much more than we had expected. 
But we are also convinced that the 
money was well spent. We expect 
the contest to influence our sales and 
engineering for the next ten years, 
and will charge off the expense ac- 
cordingly. 

“From the 152 designs submitted 
we will draw an almost limitless 
number of suggestions and the pub- 
licity and good will resulting from 
the contest will place the company 
in a much stronger merchandising 
position for several years to come.” 

In addition to the cash prizes the 
cost included a publicity campaign, 
a heavy postage bill, advisory serv- 
ices from independent architects in 
managing the contests, employment 
of capable judges from outside. the 
company, costs of displaying the en- 
tries in various cities, and the pub- 
lication of a book of nearly 200 
pages illustrating the designs and 
summarizing the results of the 
contest. 


Bowl; Norman D. Madison, Lafay- 
ette Lyre, and William L. Bucher, 
Dartmouth Jack o’ Lantern. 

In cooperation with the commit- 
tee, Collegiate Special Advertising 
Agency, Inc., New York, will man- 
age sales for the new service. 


Joins Sweeney & James 


Walter J. Munro has become a 
vice-president of the Sweeney & 
James Company, Cleveland agency. 
He has been with Continental 
Shares, Inc., Cleveland. 


With B. C. Pittsford 


Edward J. Sachen, formerly of the 
advertising department of the com- 
monwealth Edison Co., Chicago, has 
joined the Ben C. Pittsford Com- 


pany, typographers of Chicago. 


Year of 


and suburbs. 


of house construction. 


the Mastercraft plan. 


oday. 


Chicago Elevated Advertising 


Mastercraft Home Service, division 
of the Chicago Elevated Advertising 
Company, comprises a select group 
of manufacturers of building mate- 
rials, units and equipment who have 
joined with Chicago’s leading build- 
ers in co-operation with the Chicago 
Elevated Advertising Company—to 
build Mastercraft homes in Chicago 


10,500 prospective home builders 
and buyers in the Chicago area have 
asked the Chicago Elevated Adver- 
tising Company, sponsoring Master- 
craft, for assistance in planning, 
building, and financing homes. 


625 Mastercraft homes have been 
built, representing $7,687,500 worth 
This was 
accomplished through the co-opera- 
tive efforts of the architects, build- 
ers, and manufacturers of materials, 
units, and equipment, and the trans- 
portation companies participating in 


The “Mastercraft Booklet’ 
Will Be Mailed to Manufactur- 
ers Interested in Participating 
in This Plan—Write for It 
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CORNELL co. 
Deernott 


The Burnham Boiler Corporation 
reads a Mastercraft report 


—And signs up for 
___..._.@.Third Consecutive 


Chicago Elevated 
Advertising Co. 


509 §. Franklin St., Chicago- Webster 77188 
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May 9, 1931 


Proof 
o the Pudding 


Gains in automobile production 
continued through April, the Na- 
tional Automobile Chamber of Com- 
merce reports, though that month 
did not reach the March standard. 
March was the highest month in the 
last eleven. Production of members 
of the Chamber during the first four 
months amounted to 701,171 units, 
205,409 under the corresponding 
period of 1930. 

+ * * 

Dividend requirements for the first 
quarter of 1931 were far exceeded 
by Hearst Consolidated Publications, 
Inc., which earned $1.44 against 
43% cents needed. 

Class A stock in this organization 
was recently offered the public for, 
the first time. 

* * 

J. K. Lasser & Co., New York, 
have issued a comparative analysis 
of financial reports of business pa- 
per and general magazine publishers 
for 1929. It places gross sales and 
net available for dividends as fol- 
lows: 

Curtis Publishing Co., $84,619,000 
and $21,534,000; McCall Corporation, 
$12,069,000 and $2,173,000; The But- 
terick Company, $10,912,000 and 
$187,000; Conde Nast Publications, 
$10,251,000 and $1,345,000. 

McGraw-Hill Publishing Co., $13,- 
378,000 and $2,223,000; United Busi- 
ness Publishers, Inc., $9,249,000 and 
$903,000; Simmons-Boardman Pub- 
lishing Corp., $2,658,000 and $366,- 
000; National Trade Journals, Inc., 
$2,954,000 and $113,000; Federated 
Business Publications, Inc., $1,024,- 
000 and $162,000. 

* * * 

In spite of a lower sales volume, 
the Jewel Tea Company had the 
highest net earnings in its history in 
1930, President M. H. Karler re- 
ported. Sales fell from $16,844,000 
to $15,521,000, due in part to lower 
prices. Net profit, however, rose 
from $1,691,000 to $1,705,000. 


NEW ANGLE FOR GLASSWARE 


ae ge ee ————————— 


One of the unusual advertising illustrations in the exhibit of the United Business Publishers 
Studios, recently held in New York. 


An increase of 5.2 per cent in net, 
earnings for the first quarter of) 


1931 was reported by International 
Business Machines Corporation, the 
current figure being $1,890,000. This 
includes earnings of foreign sub- 
sidiaries. 


* * * 


Claude Neon Lights, Inc., had a 
1930 net of $268,060. The company’s 
share in profit of affiliated companies 
amounted to $339,888, a total of 
$607,949. The president’s report said 
the new field of illumination offers 
opportunities far beyond the origi- 


Rendering Real 


Services toa 
Gigantic Industry 


restaurant industry. 


are actively engaged. 


We will gladly furnish 


Since its beginning in 1919, The American 
Restaurant Magazine — the first national 
publication in its field —- has carried on a 
successful and constructive program of ren- 
dering real service to all interested in the 


“Take Her Out to Dinner at Least Once a 
Week”’ is our latest service. This is a coop- 
erative advertising movement in which 42 
newspapers and several hundred restaurants 


purpose of advertising 
tively and restaurants individually. 


regarding this popular and profitable move- 
ment to advertisers and newspapers. Need- 
less to say, there is no charge for our services. 


The American Restaurant Magazine 
5 South Wabash Avenue 


Her Out to 


It serves the double 
“eating out” collec- 


complete information 


~~ a 


Dinkier® 


| 
| 

Hl | schools. 
| 


nal field of electrical signs and 
displays. 


Regular Tests 
To Raise Home 
Study Prestige 


Examinations by mail, which have 
barred correspondence schools from 
some of the prestige enjoyed by 
resident schools, will soon be a thing 
of the past insofar as the 30 odd 
correspondence schools organized in 
the Home Study Council are con- 
cerned. Much sales resistance is due, 
the home educators believe, to ridi- 
cule occasioned by the _ present 
method of examination. 

The group set as the first task 
before its conference in Chicago May 
6-7 the solution of this problem. 
While details were not decided, it 
appears that, through a co-operative 
arrangement, examination agents 
will be appointed to function for 
the association at points easily ac- 

|cessible from all parts of the 
| country. 
| Agents will qualify by their stand- 
| ing in educational circles. Univer- 

sity professors and high school prin- 
| cipals will receive preference. They 
| will have as their only duty in con- 
nection with correspondence schools 
the giving of examinations under the 
| conditions obtaining in resident 


Students Prefer Education 


Before a recent survey by the 
Council was completed, it was be- 
lieved that home study courses, both 
vocational and cultural, had the 
greatest attraction for those from 
whom educational advantages had 
been withheld. It was disclosed, 


however, that the average prepara- 
tion of matriculants was near high 
school graduation, and that the best 
prospects had had higher education. 

While ages ranged from 16 to 60, 
the middle 50 per cent of corre- 
spondence school students are from 
21 to 29 years old, the average be- 
ing 26. Four out of five are men. 

Commenting thereon, Dr. J. S. 
Noffsinger, director of the Home 
Study Council, said that the average 
marrying age of males is 25 years, 
and it appeared therefore, that the 
economic burdens imposed by matri- 
mony direct attention after a year 
or so to vocational training as a 
means of increasing income. 


Sales Training Expands 


The data confirms what the most 
successful correspondence schools 
have known for some time. The 
knowledge has been used to good 
effect in writing school advertise- 
ments picturing a young man of 
twenty-six or seven handing a fat- 
tened pay envelope to the little 
woman and explaining that they owe 
it all to home study. 

Dr. Noffsinger said the greatest 
expansion in correspondence courses 
has been due to the interest in em- 
ployee education, principally along 
sales lines. Over 5,000 companies are 
now paying for employees’ training. 
The biggest customer is the Chrysler 
Sales Corporation, which turned over 
the training of its salesmen to the 
LaSalle Extension Institute. Accord- 
ing to Dr. Noffsinger, this method 
saves the company $250,000 a year. 


Weekly Suspends 
The Jewish Tribune, New York, 
has suspended publication pending 
a reorganization. Plans for an addi- 
tional Jewish monthly are under 
way. 


r 


INDIVIDUAL WRAPPING FOR LETTUCE 


The Engebretson-Grupe Co., Los Angeles, has developed 
this protection and identification for Western lettuce. 


GRAHAM-PAIGE 
IN FIELD WITH 
PROSPERITY SIX 


Detroit, Mich. May 8—After a 
teaser campaign of a week in a 
large number of metropolitan dailies, 
the Graham-Paige Motors Corpora- 
tion will identify itself in the news- 
papers of Sunday, May 10, as the 
proud daddy of the “Prosperity Six.” 

This car will sell at from $785 to 
$825, a price range which is de- 
clared to have been untenanted here- 
tofore. Outdoor advertising will 
supplement the newspaper copy. 

Interest in the new car has been 
cleverly built up by Brooke, Smith 
& French, handling the advertising, 
not only by the teaser copy, but by 
a preliminary editorial mystery cam- 
paign. With automobile editors of 
daily papers always on the alert for 
news, it was comparatively easy to 
get reams of publicity for the Pros- 
perity Six. 

Most of the automobile editors 
knew that the Graham-Paige ac- 
count was handled by Brooke, Smith 
& French, but were afraid to hazard 
a guess in print, surmising that the 
agency might have landed a new 
automotive line. 

H. H. Ohlmacher, vice-president 
of the agency, said the Prosperity 
Six campaign is unusual because 
every detail is complete. Dealers 
have been apprised of plans in a 
series of meetings, while every piece 
of promotion material was in readi- 
ness before the opening gun was 
fired. 


Red Color Scheme 


The color motif for the new car 
is red, and with the exception of the 
newspaper advertising, all copy is 
liberally sprinkled with crimson. 

The new campaign dates back to 
early in the year, when a number of 
Graham officials took to the road to 
get some first-hand facts on which 
to base promotion. They returned 
with the unanimous opinion that 
Graham-Paige should get in line 
with the general trend on prices and 
place a car on the market which, in 
spite of the well known Graham 
quality, should carry the lowest price 
ever placed on a Graham automobile. 

The Graham organization was ripe 
for the production of such a car, for 
it already existed on blue prints. 
The car was built and the company 
felt it was worthy of all of the sales 
effort which could be put behind it. 

Dealer organizations were primed 
for the drive and the teaser copy, 
appearing this week, created public 
interest by querying, “Who is build- 
ing the new Prosperity Six? Most 
anybody can afford it,” and “Where 
can you see the new Prosperity 
Six?” with other variations. 

The Prosperity Six business coupe 
is priced at $785; town sedan, $795; 
rumble seat coupe, $825; sedan, 
$825, all at factory. 


WANTED! 
SPONSORS 


for a series of thirteen fifteen- 
minute delightfully diverting, novel 
and entertaining Radio Programs. 


UNDER 
SOUTHERN 
SKIES 


A complete series of Electrical 
Transcriptions especialfy suitable for 
advertisers wanting programs for spot 
broadcast. 


+ 
THE HANJON COMPANY 
Incorporated 


Electrical Transcription Service 
755 Seventh Ave., New York City 


Phone Circle 7-3833 
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DOCTOR'S LIFE 
SIMPLIFIED BY 
lODINE BUREAU 


Prescriptions All Written Out 
for Him 


New York, May 7.—Though rec- 
ommending that consumers keep io- 
dine in the medicine cabinet as an 
antiseptic to counteract infection, 
among other uses, the basic idea of 
the current campaign of the Iodine 
Educational Bureau is to educate 
doctors, dentists and pharmacists to 
prescribe iodine or solutions in 
which it is the chief ingredient. 

The Bureau was formed several 
months ago by producers of iodine, 
who found the national advertising 
of competitive products pushing 
their product into the background. 

The backbone of the campaign is 
advertising in trade and profession- 
al journals, much of the copy fea- 
turing a solution to be used as a 
mouth wash to overcome trench 
mouth, 

To make it easy for dentists, doc- 
tors and pharmacists to prescribe 
this solution, the Bureau furnishes 
free prescription blanks carrying the 
formula. These are imprinted when 
the reader requests it on the coupon 
carried in the advertising. 


To Offer Other Formulas 


Harold A. Lebair, secretary of the 
Biow Company, handling the cam- 
paign, reported the Bureau has 
found such a general response to 
this feature that other formulas will 
be presented in the advertising. 

Thus far the only consumer cov- 
erage has been via a network of the 
Columbia Broadcasting System, 
noted authorities telling of the vir- 
tues of iodine in talks limited to 
eight minutes. These broadcasts 
were featured to the drug trade as 
“First Aid” programs. 

Mr. Lebair also said that the 
broadcasts attracted such attention 
that some independent stations asked 
for electrical transcriptions for free 
broadcasting. 

A large amount of promotion ma- 
terial is offered drug stores without 
charge, two booklets, “The Conquest 
of Infection” and “Iodine, the Great 
Protector,” being included. More 
than 15,000 druggists have been sup- 
plied. 

The papers carrying the iodine 
copy include Drug Topics, the drug 
section of Chain Store Age, Cana- 
dian Pharmaceutical Journal, Na- 
tional Safety News, Journal of the 
American Medical Association, An- 
nals of Surgery, Hygeia and Sur- 
gery, Gynecology and Obstetrics. 

The copy in drug journals empha- 
sizes the fact that iodine is sold only 
through drug stores. The medical 
copy defines the properties of iodine, 
with its manifold uses. The solution 


*30.000 
CONTRACT 


* 
A chain of w ’s specialty 
stores recently opened its 
Chicago store. The fixtures, 
front and general alterations 
amounted to $80,000. The 
company that secured the 
contract did so as the direct 


result of its advertising in 


RETAILING 


A Fairchild Publication 


8 EAST 13th ST., NEW YORK 


NEW PRESIDENT 


Lucille B. Fisk 


for trench mouth is featured in the 
dental papers. 

The Iodine Bureau has also estab- 
lished fellowships at several uni- 
versities to develop new uses for 
iodine. 


Would Banish 
‘Service’ from 
Business Field 


New York, May 7—‘“The objec- 
tive of professional activity is and 
should be service, whereas the ob- 
jective of business is and should be 
profit,” says “Policy and Ethics in 
Business,” a new book by Carl F. 
Taeusch, managing editor of “Har- 
vard Business Review” and associate 
professor of business ethics at the 
Graduate School of Business Admin- 
istration, Hardvard University. 

“Business men have been attracted 
to the word ‘service,’ ” continued Dr. 
Taeusch, “and have even asserted 
this to be the chief function and 
purpose of business. More careful 
attention to economic theory and 
business facts would have disclosed 
the untenable character of this point 
of view. 

“Business cannot subscribe to a 
‘service’ principle which involves the 
company in a net loss. Any business 
which shows a relatively low profit 
as the result of performing services 
which cost money but do not return 
a direct or indirect profit, is justified 
in eliminating such services. 

“The failure of business men to 
clarify their objectives has not only 
led them astray into an unwar- 
ranted imitation of the prafessions, 
but it has unfortunately given the 
professional man an added reason 
for looking superciliously at busi- 
ness.” 

“Policy and Ethics in Business’”’ is 
published by the McGraw-Hill Book 
Company. 


Farm Power Paper 
in New Ownership 


Magazines, Inc., Chicago, has 
bought the Clarke Pub. Co., Mad- 
ison, Wis., publisher for 34 years of 
The American Thresherman, farm 
power magazine. The paper will be 
moved to the Merchandise Mart, 
Chicago. 

James L. Clark continues as pres- 
ident and editor, and E. W. Hamil- 
ton as advertising manager. 


Almroth Returns to 
Owens Bottle Company 


T. K. Almroth has resigned as 
district manager of the Brown & 
Bigelow Company, Toledo, to re- 
sume his former work with the 
Owens Bottle Co., now the Owens- 
Illinois Glass Co., as advertising 
manager. 

He succeeds Howard L. Murray, 
who has joined the Sun Advertising 
Co., Toledo. 


Send Out Troupers 


Oklahoma City, Okla., will send 
out 75 trade troupers to boost its 
products, one of them being James 


F. Keeshan, ef the agency of that 
name. 


Women’s Clubof 
Chicago Elects 
New Officers 


Lucille B. Fisk, of the American 
Home Magazine Publishers, was 
elected president of the Women’s 
Advertising Club of Chicago at the 
annual meeting May 5, succeeding 
Josephine Snapp, Capper Publica- 
tions. Miss Snapp becomes a mem- 
ber of the board, with the following: 
First vice-president, Marjorie 
Fletcher, Blackett-Sample-Hummert, 
Inc.; second vice-president, Ruth F. 
Gragg, McQuinn and Company; re- 
cording secretary, Emily Hall, Philip 
Morris Advertising Service, Inc.; 
corresponding secretary, Imogene 
McCaig, Loftis Bros. & Co. 
Treasurer, Helen Somerville, Cap- 
per Publications; historian, Anne 
Welsh, the Luxtone Co.; chairman 
membership committee, Georgia 
Rawson, State Teachers Association 
Group; chairman program commit- 
tee, E. Evalyn Grumbine, Rand Mc- 
Nally & Co.; chairman publicity 
committee, Martha Delaplaine. 
Chairman vocational committee, 
Mary Coffey, Guenther-Bradford & 
Co.; chairman social committee, 


chairman finance committee, Flor- 
ence Neighbors, Carroll Dean Mur- 
phy, Inc. 


Feature New Boat 
A new low-priced all-steel motor 
boat will be advertised by the 
Pressed Steel Products Co., Bridge- 
ton, N. J., which has just appointed 
o potas Hirshon Company, New 
ork. 


Place Loan Account 
The Workingmen’s Loan Associa- 
tion, Boston, specializing in personal 
finance, has placed its advertising 
with Charles Austin Bates, Inc., 
New York. 


Car Account to Vars 
The General Car & Coach Corp., 
Glens Falls, N. Y., maker of street 
cars, trolley buses and motor coaches, 
has placed its account with Addison 
Vars, Inc., Buffalo. 


Joins Watts Agency 
R. C. Keefauver, formerly an ad- 
vertising representative of Oil & 
Gas Jou , Tulsa, Okla., has joined 
the Don Watts Advertising Agency, 
of that city. 


Joins Nuttall Staff 
After 16 years with the Inland 
Printer, C. R. Beers has joined C. J. 
Nuttall, publisher’s representative 


Anita Kepler, Citrus Products Co.; 


of New York. 


Appointed by RKO 


William Wolfson has become ad- 
vertising manager for the Southern 
circuit of the Radio-Keith-Orpheum 
Corp., with headquarters in Dallas, 
Texas. . 


Effective May 1... 


Adv. 
Mer. 


of Outlook 


Albert S. Whidden 


formerly with 
Life Publishing Co. 


OUTLOOK 


> and Independent 


Ol .07% 


ago . 


A913 
cember, 1930—the highest in 


our history—a net increase of 
9.2 per cent over a 


A GAIN OVER 1929 


Subscription 
renewals 
during 1930—the highest in 
the field—is positive proof of 
the highest degree of reader 
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. AGAIN OVER 1929 


(The second paper shows a loss) 


lation in 


net paid circu- 


De- 


year 


(The second paper shows a loss) 


AOS 


of these are 
directly identi- 


fied as hospital executives— 
the actual hospital buying 


power. . 


A GAIN 


OVER 1929 


(The second paper shows a less) 


HOSPITAL MANAGEMENT 


The only hospital publication member both A. B. C. and A. B. P. 


537 South Dearborn Street 


Coverage, directed appeal, reader inter- 
est—as shown by these figures—all prove 
HOSPITAL MANAGEMENT the best, 
most economical and most effective 
medium to use in the hospital field. 
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Average Income 
of Doctor Is 
$5,993 Yearly 


Rutherford, N. J.. May 7.—Aver- 
age gross annual income of phy- 
sicians of the United States is 
$8,284, and net annual income, 
$5,059, according to a survey con- 
ducted by Medical Economics. 

Doctors’ income is smallest in 
communities of less than 1,000 and 
rises with the population of the 
cities in which they work, as a gen- 
eral rule. 

The highest net incomes, however, 
were found in cities of from 50,000 
to 100,000, the average being $5,993. 
Gross incomes were larger in cities 
of 500,000 and over, but the greater 
expense of practicing in such centers 
reduced average net to $5,910. 

The survey indicated that the 
physician reaches his peak income 
after he has been practicing from 11 
to 20 years. After 20 years, both 


gross and net income begin to de- 
crease. 

The largest number of practicing 
doctors have been in harness from 
21 to 30 years, 27.6 per cent ac- 
knowledging that length of service. 
The second largest group, 23.6 per 
cent, has been practicing from 11 to 
20 years. 


Chicago Agency Gets 
Maltigraph Account 
The American Multigraph Sales 
Company, Cleveland, O., manufac- 
turer of printing, typewriting and 
folding equipment, has appointed 


the Dunham, Younggreen, Lesan 
Company, Chicago, to direct its ad- 
vertising. 


Magazines, business papers and 
direct mail will be used. 


Wins Magazine Award 

The Parents’ Magazine medal for 
distinguished service in parental 
education has been awarded to An- 
gelo Patri, New York educator. The 
medal was presented by George J. 
Hecht, publisher of the paper, at a 
dinner. 


mT 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORAN BOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


GRUEN MAKES A WRIST WATCH FOR GOLIATH 


This wrist watch is an exact counterpart of the Gruen Quadron, except that it is ten 
times as large, weighs 50 pounds, and cost $8,000. In company with a magnified copy of 
the Gruen Pentagon pocket watch, it is making the circuit of Gruen dealers for display 
purposes. ' 


“everybody reads the 


7] 
news 


-R 


the finest book on this subject you have ever seen! 


HE difference between catalogs that merely pre- 
sent products for the prospects’ consideration 

and catalogs that are salesmen in themselves is strik- 
ingly conveyed in this booklet “Catalogs that Sell”. 


Remington Rand will mail a copy with its compli- 
ments to any business executive, confident that he 


will find within its pages 
increasing sales in 1931 . 
and mail it immediately. 


Systems 


a wealth of new ideas for 


. . Simply clip the coupon 


Division 


Remington Rand 


BUSINESS 


BUFFALO, 


—.o RAND BUSINESS SERVICE Inc. 


» Ne 
Send me my copy of “Catalogs that Sell”. 


Name. 


SERVICE 
NEW YORK 


Address 


EXHIBIT SHOWS 
USES OF WORD 


“Good advertising is a matter of 
ideas—words don’t count.” 

“Copy writers are copy writers be- 
cause they can’t succeed in other 
literary fields.” 

If those who have subscribed to 
these observations will visit the 
N. W. Ayer & Son Exhibit of the 
Written Word at the Marshall Field 
galleries, Chicago, April 23-May 23, 
they are likely to amend their con- 
clusions. 

One section of the exhibit presents 
examples of inept alteration of well 
known phrases. Here are some: 

“We won’t let them go by. (They 
shall not pass.) 

“We demand that our frontier be 
placed at 54° 40’ north latitude, or 
we will resort to arms. 
fight.) 

“Ignore the torpedoes! Proceed! 
(Damn the torpedoes! Go ahead!) 

“It is only human nature to make 
mistakes, but forgiveness is a God- 
like attribute. (To err is human; to 
forgive divine.) 

“Cease motion, observe carefully, 
and note sound of approaching train. 
(Stop, look and listen.) 


“I arrived here, I looked things 
over, and I won the battle. (I came, 
I saw, I conquered.) 

“He is one of those unfortunate 
persons who come into the world un- 
der serious handicaps. (He was born 
with two strikes on him.)” 


Copywriter on War 


The collection’s gem of paraphase, 
however, is the following rendition 
of Lincoln’s Gettysburg address in 
the stereotyped style of the high 
pressure copy writer: 


“A stupendous conflict! . . 
liberty; and then an. 
new nation! Eighty-seven years 
later. ... This greatest of all wars! 
Now, for the first time an astound- 
ing new battle! Fought by armies 
famous throughout the world for 
their blue and gray uniforms! And 
now—a Super-Cemetery! Brave sol- 
diers dead. Honor their glorious 


. For 
. . Amazing 


memory! And we must carry on! 
Finish the war. Save the Union! 
Now!” 


The theory that copy writers usu- 
ally fail at other literary tasks is 
nailed by an impressive exhibit of 
books and magazine articles written 
by members of the Ayer organiza- 


tion. A feature of this section is an 


(54-40 or) 


analysis of the company’s 78 copy 
writers by former occupation. 

The list of 45 occupations reveals 
that a good copy writer may turn 
up anywhere. A butter and egg 
salesman, an office holder, a press 
feeder, a laborer, an aviator and an 
army officer are among those who 
have made good on Ayer copy desks. 

However, journalism made the big- 
gest contribution, furnishing nine re- 
porters, four free lance writers, 
three magazine editors, two publicity 
men, two newspaper editors, one as- 
sociate editor and one columnist. 
Only one had been an advertising 
manager. 


O. K’s Sponsored 
Movies; Problem 
Is Distribution 


New York, May 7.—Asserting 
that most of the complaints against 
sponsored movies have come from 
competitive mediums and that the 
public itself has welcomed such pic- 
tures, R. L. Strobridge, secretary 
of the Newell-Emmett Company, ad- 
dressed the American Association of 
Advertising Agencies at its annual 
meeting in Washington last week. 
Mr. Strobridge is vice-chairman of 
the association’s committee on screen 
advertising. 

He said, however, that adequate 
distribution is so difficult to get that 
sponsored pictures must be regarded 
as in the experimental stage at pres- 
ent. 

“It is easy to get pictures made,” 
Mr. Strobridge commented, “but dis- 
tribution is neither simple nor cer- 
tain. There is ground for the belief 
that properly handled, sponsored 
movies can prove a highly profitable 
medium for advertiser and agent 
alike. 

“There has been some loose talk 
in opposition to screen advertising, 
but few complaints have come from 
the real judges—the public. Certain 
of the entertainment films  spon- 
sored by advertisers have already 
so established themselves in public 
favor that the first title of a new 
subject is applauded when shown.” 


Western Golfers Open 
Season on May 19 


The opening summer tournament 
of the Western Advertising Golfers’ 
Association will be held at the Mid- 
lothian Country Club, Chicago, 
May 19. 

H. G. Schuster, of the Chicago 
Daily News, is secretary. 


Money ‘‘Just 
Walks In’’ for 
Chain Crusade 


Portland, Oreg., May 7.—For the 
first time during nearly a year of 
litigation in one court or another, 
Robert Gordon Duncan, self-styled 
“Oregon Wildcat,” was called to the 
witness stand to give the details of 
his anti-chain radio campaign last 
spring. 

Duncan was called to the stand by 
the defense in his $500,000 libel ac- 
tion against the Portland Better 
Business Bureau. 


Duncan told of organizing the 
Anti-Chain Store league last spring 
with Frank Munster and J. C. Dun- 
bar and himself as incorporators, of 
contracting for his radio campaign 
on KVEP and of starting the cam- 
paign by holding a mass meeting of 
independent merchants in  Port- 
land, at which $500 was subscribed 
toward financing the league. 

“You stuck the money into your 
jeans?” the defense attorney asked. 

“T have a record of it,’ Duncan 
replied. 

“How did you get the money?” the 
defense continued. 

“It just walked in.” 

Duncan testified he took in $13,000 
in 60 days, but his expenses were 
$8,000. 

“Did those merchants get any ben- 
efit out of your campaign?” he was 
asked. 

“Did they? 
Duncan. 


And how!” replied 


Boston Committee 
Reports New Slate 


Carroll J. Swan, publishers’s rep- 
resentative, heads the slate reported 
by the nominating committee of the 
Advertising Club of Boston. Other 
nominees: 


For first vice-president, Ernest L. 
Johnson, S. D. Warren Co.; second 
vice-president, John C. Nicodemus, 
Continental Clothing Store; secre- 
tary, Herbert Stephens, American 
Lithographic Co.; treasurer, Frank 
A. Black, Wm. Filene’s Sons Co. 


Five directors will be elected from 
the following: F. W. Bliss, General 
Electric Co.; John L. Brummett, 
Hewes & Potter; A. B. Hall, Green- 
leaf Co.; Harry Harding, Jr., Barta 
Press; 

Charles W. Hawkes, Sampson & 
Murdock Co.; Ernest Hoftyzer, Bos- 
ton Daily Record; William C. Mat- 
tox, Walworth Mfg. Co.; Harold A. 
Newton, Summerfield’s, Inc.; Marion 
D. Parker and Henry Penn. 
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May 9, 1931 


ADVERTISING AGE 


FREE PRESS’ IN 
CELEBRATION OF 
{00TH BIRTHDAY 


Detroit, Mich., May 7.—The De- 
troit Free Press is celebrating its 
100th birthday this month. A cen- 
tennial edition, to be issued May 10, 
will consist of 14 sections in ro- 
togravure, devoted to state and city 
history, that of the paper and to 
consideration of world events during 
the century the Free Press has 
lived. 

Two of the 14 sections will be de- 
voted to the paper itself, four to the 
automotive industry, two to finance, 
one to Detroit history, three to busi- 
ness and one section to public util- 
ities. 

The Free Press was founded May 
5, 1831, as The Democratic Free 
Press and Michigan Intelligencer. It 
remained an organ of the Demo- 
cratic party until 1872, when the 
owners split over the nomination of 
Horace Greeley by the Democratic 
national convention. 

An editorial sharply attacking 
Greeley was in type and in the form 
when, just before press time, the 
anti-Greeley part-owner of the pa- 
per was bought out and a new edito- 
rial, endorsing the Democratic can- 
didate, was substituted. The paper 
remained Democratic until 1896, 
when the owners broke away from 
the party over the nomination of 
Bryan on the free silver platform. 
Since that time the Free Press has 
been operated as an _ independent 
newspaper. 


Becomes a Daily 

The Free Press continued as a 
weekly until June 19, 1835, when it 
was issued twice a week. Continued 
arrival of new settlers in the Mich- 
igan territory led the owner to 
launch a daily—the first in Michi- 
gan—September 28 of that year. 

In 1852 Wilbur F. Storey became 
editor. Storey was a moody genius, 
cynical and bitter. He made ene- 
mies, and gloried in the fact. _Nev- 
ertheless he made newspaper history 
during the eight years he guided the 
Free Press. f 

Storey is credited with having in- 
vented the interview. He also gave 
a new importance to the printing of 
local news, hitherto relegated to a 
minor place, and introduced into 
Michigan journalistic practice the 
printing of sensational testimony 
from court records. Storey sold the 
Free Press in 1861 and went to Chi- 
cago to continue his stormy career 
as editor of the Chicago Times. 

Two years later there came to the 
Free Press William E. Quinby. Un- 
der Quinby, at a meeting in the 
Free Press office early in the Civil 
War, there was formed the Western 
Associated Press, which subsequent- 
ly merged with the New York Asso- 
ciated Press to become the greatest 
news-gathering agency in the world. 
Throughout the Civil War the Free 
Press had correspondents with the 
major Michigan units. At times half 
of the city would come to the office 
to await reports on the tide of bat- 
tle. 

Printing 32 Pages 

In 1872 Quinby brought out the 
first 32-page paper published in 
Michigan, printed on the Bullock 
press. On this occasion the papier- 
mache stereotype process was used 
for the first time in the state. The 
first power press in Michigan had 
been set up in 1846, although steam 
was not used successfully until 1851. 

In 1881 the Free Press established 
a London edition, the first American 
newspaper to be published in the old 
world. : 

The Free Press celebrated its six- 
tieth anniversary in 1891 with a 
huge edition devoted to the history 
of the paper. In 1893 Quinby was 
appointed United States minister to 
the Hague by President Cleveland, 
and some years later sold a two- 
thirds interest in the paper to a syn- 
dicate. In 1906 Edward D. Stair, 


then publisher of The Detroit Jour- 
nal, acquired with Philip MeMillan 
the holdings of the syndicate and 
Quinby’s interest. 


Mr. Stair took 


l 


Women in 
Advertising 


Elizabeth Joslin 
Bridgeport, Conn., April 23—Di- 
rect mail advertising offers the best 
possible field for a woman entering 


business, in the opinion of Mrs. 
Elizabeth Joslin, president of Keat- 
ing & Joslin. Mrs. Joslin’s own ex- 
perience supports her views. In six 
years in the advertising field she 
has built one of the largest direct 
mail businesses in her section of 
Connecticut. 

“Surveys have shown that women 
do a large part of the purchasing, 
so that it is obvious that the copy 
should have a woman’s touch,” said 
Mrs. Joslin. 

Born in Thomaston, Conn., Mrs. 
Joslin attended the Connecticut pub- 
lic schools and was graduated from 
Bridgeport High School. She started 
her college course at Columbia, then 
married an officer of the United 
States Navy and spent the next six 
years of her life in the West Indies, 
including Porto Rico and Santo 
Domingo. While on the island Mrs. 
Joslin studied at the University of 
Porto Rico. 

With the death of her husband, 
Mrs. Joslin taught in a Porto Rico 
high school for a time, then re- 
turned to Bridgeport with her two 
small children and resumed her 
teaching career. Finding that teach- 
ing and bringing up children did 
not mix well, she went into partner- 
ship with Miss Gertrude Keating in 
the direct mail agency. After two 
years Mrs. Joslin bought out her 
partner’s share in the business. and 
continued under the same firm name. 
The shop now employs 18 to 20 
persons. 

Mrs. Joslin does the art work and 
writes copy in addition to attending 
to executive details. She attributes 
the success of her business to con- 
stant application and the delegation 
of responsibility to capable em- 
ployes. The agency furnishes a com- 
plete service, from copy to finished 
product. 

Mrs. Joslin is prominent in the 
Bridgeport Advertising Club as well 
as other civic organizations. Her 
particular hobby is gardening, with 
the emphasis on roses. Bridge is 
her favorite indoor game. Pressure 
of business forced her to discontinue 
golf, in which she attained consider- 
able proficiency. 

In literature she is chiefly inter- 
ested in works on psychology. She 
is the author of numerous news- 
paper and magazine articles on 
varied topics. Her home is in Long 
Hill, a suburb of Bridgeport. 


over majority control in 1919 and 
has conducted the paper since that 
time. 

In recent years, the Free Press 
has been noted for extra-mural ac- 
tivities such as the annual field meet 
on Belle Isle, in which 30,000 con- 
testants take part; the Fresh Air 
Fund, which has provided outings 
for thousands of under-privileged 
children; and the championship de- 
bate of the Michigan High School 
Debating League, in which 265 
schools participated in 1930. 


Non-Member Can 
Use Barbers’ Slogan 


Herman Steingraeber, a non-mem- 
ber of the Associated Master Bar- 
bers of Greater Milwaukee, was dis- 
charged in court when arrested for 
using the organization’s slogan, “It 
Pays to Look Well.” His wife testi- 
fied he used the slogan before it was 
adopted by the association. 

The latter threatened, however, to 
have Steingraeber arrested again if 
he uses the slogan, while the barber 
said he would sue for malicious 
prosecution. 


Winner of Contest 
Starts Own Agency 


Robert Smith, who won the 1930 
Kayser advertising contest, has 
opened his own advertising agency 
in Portland, Oreg., where he has 
been advertising manager of sev- 
eral retail stores. 

He served in the agency field in 
San Francisco before going to 
Portland in 1926. 


Capper Promoting 
Trip to Europe 


While many farm papers are now 
promoting tours, Capper’s Farmer, 
Topeka, n., has announced plans 
for the most pretentious yet staged, 
a tour of Europe. 

Members of the Capper Tour to 
Europe will meet in Chicago July 14 
and after the trip will return to 
New York September 6. 


Has Closure Account 


The Closure Service Co., Toledo, 
manufacturer of caps for glass con- 
tainers, has appointed the Sun Ad- 
vertising Co., of that city, to han- 
dle its advertising. Trade papers 
and direct mail will be used. 


St. Loads: Club 
Crashes Page 1 
of Newspapers 


St. Louis, Mo., May 7.—The Wom- 
en’s advertising Club of St. Louis 
gave a tip to other organizations as 
to how to make the front pages of 
the local dailies when it conducted 
a contest to determine the ten out- 
standing women in this city. 


Representative business men were 
asked to indicate their choices and 
the winners were guests of the club 
at a luncheon at the Hotel Statler 
May 4. 

Winners in the contest: Mrs. Elias 
Michael, education and _ politics; 
Mrs. George Gellhorn, suffrage and 
politics; Miss Lillie R. Ernst, educa- 
tion; Mrs. Erma Proetz, advertis- 
ing; Mrs. Frank V. Hammar, Red 
Cross activities; Mrs. Edwin H. 
Steedman, social work; Mrs. David 
Kriegshaber, music; Mrs. Katheryn 
Cherry, art; Mrs. Oscar Johnson, 
philanthropy and charity, and Mrs. 
Nat Brown, civic and children’s 
work. 


Mrs. Proetz is vice-president of 
the Gardner Advertising Company. 

A tabulation of the 102 votes cast 
by a cross section of representative 
men showed a majority of votes for 
the women named as the leaders in 
their various fields. There was, 
however, a great diversity of opin- 
ion on the ballots regarding the com- 
plete personnel of the group of ten, 


Columbus Wrong, 


Roy Howard Proves 
Washington, D. C., April 28. 
—Roy Howard, who engineered 
the purchase of the New York 
World by Scripps-Howard, de- 
molished Columbus’ theory of a 
round world, according to the 
Gridiron Club, which held its 
spring dinner here. 

“In 1491,” it was explained, 
“Columbus cracked an egg and 
behold, the world was round. 
In 1931, Mr. Howard cracked 
the Pulitzer will and behold, the 
‘World’ is flat.” 


for 167 different women were nom- 
inated. 

Ninety of the 167 received only 
one vote. No voter named all of the 
successful candidates on his ballot. 
Only one ballot listed as many as 
seven of them, but a great many 
contained the names of four or five 
of the winners. 


Six-Point League 


Issues Directory 

The Six-Point League, New York, 
has issued its 1931 Directory of Ad- 
vertising Agents and their space 
buyers. 

The directory, for which a small 
charge is made, should be helpful to 
space salesmen in all parts of the 
country. 


Ronald Parmenter Dead 


Ronald Parmenter, who joined the 
Heil Company, Milwaukee, manufac- 
turer of hoists and truck bodies, as 
advertising manager, and became 
general branch manager, died April 
30 at the age of 38. 


IT REGISTERS... 


“No mistake, Gifford, the Standard Advertising Register is good. I've been looking through Vol. 16 
which has just arrived and it gets better and better each year. I notice they have increased the per- 
sonnel listing, have made it snappier in appearance, and have again included a geographical index. 
You remember how handy it was to let a salesman take the Index and we could still keep the Register 
itself in the office. The method of grouping all the advertisers in a given line is so handy. The prod- 
uct grouping is an dutstanding excellence. The amount of infor- 
mation about each advertiser is so complete. Finally the Register is 
always on time, we can always get any special report we want, 
the Supplements and the Weekly Reports come out regularly and 


are excellent. The Agency List lists over 1800 Agencies and nearly 

1200 of them are listed with their accounts. 

Let the office force know the new volume is 

now in the library.” 

It is because of the painstaking care with 

which we do our listing, weeding out dead 

accounts and keeping our subscribers posted, 

that we command their respect and loyalty. 
The Standard Advertising Register, now 
in its 16th year, is compiled with care 
and a large force is constantly keeping 
it up to date. It established the record 
of making an average of over 340 
changes per month during the life of 
Vol. 15 and as its facilities constantly 
expand it will do even better with 
Vol. 16. 

The Service Consists of - The Register - Monthly Su 


Weekly Reports - Agency Lists and Geographical Index. All re- 
vised and kept in a state of efficiency for our subscribers. 

No Publisher, Agency, Printer, Lithographer or in fact anyone 
interested in National Advertisers can afford to be without this service. 


Quit Guessing — Get the Register 


NATIONAL REGISTER PUBLISHING COMPANY 


140 So. Dearborn Street, Chicago 


853 Broadway, New York 
7 Water Street, Boston 


929 Russ Building, San Francisco 
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PAGE A WEEK 
ADVERTISER IN 
BOOT AND SHOE 
RECORDER SAYS: 


IN THE 
SHOE 
INDUSTRY 


the publication 
is the 
BOOT and SHOE 
RECORDER 
W 


* % 


“fT am pulling for your 
magazine. It’s the leader 
by miles and I wish every 
one of our customers were 


subscribers and had the 


good sense to put into 
practice the good things 


it recommends.”’ 


* * 


Ss: CORD 


Branches 
@ PHILADELPHIA = § The Great National Shoe Weekly 
2 ROCHESTER @ pi sien at 
- CHICAGO * 

ISHERS, INC. 
CINCINNATI 4 UNITED BUSINESS PUBLISHERS 
ST. LOUIS @ = Two Thirty-nine West Thirty-ninth Street 
4 NEW YORK 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 

You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order). 


Street No. ....... 


A food specialty shop-restaurant-bakery opened in the Chicago loop by the Michigan 
Cherry Growers Association and the Wisconsin Fruit Growers Union. Operating technique 
perfected, it will serve as model for a chain. Quick-frozen, canned and preserved cherries 
from the associations’ own plants and cherry pies are the take-out specialties, and the fruit 


is the basis of the restaurant menu. 


Premium Exposition 


Held in Chicago As 
Users Get Together 


(Continued from Page 1) 
erally are prejudiced against pre- 
mium-advertising in favor of other 
forms that pay a commission. 

“Anyone with premiums to sell 
can get a hearing in any represen- 
tative advertising agency if he 
adapts his proposition to the condi- 
tions,” he said. 

“The impatience displayed by 
some agency men when approached 
by premium salesmen is usually due 
to having been high-pressured in be- 
half of premiums bearing a cost out 
of proportion. 

“It is easy to interest advertising 
men in premiums, because they 
know the word free in a headline 
has more appeal than all others put 
together.” 

Mr. Milligan advised the use of 
a premium related to the product, 
such as a cake tray with flour. He 
thinks direct premiums, those in- 
cluded with the merchandise, are 
more successful in introducing new 
merchandise than those given in ex- 
change for coupons. 


Premiums for Salesmen 


Mr. Benedict, who began the use 
of premiums for jobbers’ salesmen 
25 years ago in behalf of Bixby’s 
shoe polish, said they were an im- 
portant factor in building sales to 
the present volume of $5,000,000. 

“Our salesmen’s premiums are 
chosen to appeal to love of home, 
sporting trends and general utility,” 
said Mr. Benedict. ‘We publish an- 
nual catalogs so that the merchan- 
dise will be up-to-date. 

“We find it inadvisable to conduct 
premium drives more often than 
twice a year. At these times we 
make a special offer for a month on 
several popular items. 

“Salesmen requisition premiums 
with order forms listing their sales, 
name and home address and signed 
by their employer or department 
manager. The quantities shown on 
the requisitions are posted against 
jobbers’ purchases, so we do not 
issue premiums in excess of mer- 
chandise sold. 

“Our premium activity has sup- 


plied us with a useful mailing list 
of jobbers’ salesmen, to whom we 
send promotional matter at their 
homes. 

“Twice a year we offer buyers a 
premium if they increase their order 
within limits we think they can 
easily dispose of, and permit us to 
make up the assortment. About 60 
or 70 per cent agree. We suggest 
to the buyer that he display the pre- 
mium at two or three weekly sales 
meetings, and, if he does not wish to 
accept it for himself, that he put it 
up as the prize for a short sales con- 
test.” 


Interesting Youngsters 


Mr. Leaf, of Pictorial Review, told 
how he used premiums in building 
an organization of 35,000 boys and 
girls who sell 400,000 copies of the 
magazine every month. 

“Our premiums are really partial 
payment for services,” he said. 

“We pay 4% cents commission on 
the 10 cent sale—three cents in cash 
and 1% cents in premium credit. 
The saving we make in buying the 
merchandise wholesale enables us to 
pay our juvenile salesmen more than 
if we paid them in cash alone. 

“We are careful to use only pre- 
miums that meet adult standards of 
value. We explain that the maga- 
zine’s appeal is through its editorial 
content and that parents must inter- 
pret the editorial to the children so 
that they can talk it to their pros- 
pects. Therefore, when we use pre- 
miums that parents as well as our 
young co-workers approve, we are 
aiming straight at the bulls-eye of 
our selling problem.” 

Outstanding among the stories of 
premium successes which went the 
rounds on the exhibition floor was 
one about a manufacturer of malt 
syrup who filled in the unavoidable 
gaps in his advertising story with 
the offer of an old fashioned beer 
stein as a premium. 

Another big success frequently re- 
ferred to was the Fels-Naphtha offer 
of a soap shaver with whieh the 
housewife could make soap chips 
from Fels-Naphtha. This was said 


to have proved not only a strong 
inducement but a means of meeting 
soap chip competition without going 
to the expense of bringing out a new 
product. The premium was recently 
featured in an extensive campaign 
suggesting it is more economical to 
make soap chips from bar soap than 
to buy soap in chips. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


A Stable and Growing Field for 
2000 Years—The Christian Church 


Complete coverage in 
CHURCH MANAGEMENT 
Auditorium Building 
Cleveland 


> For Dependable 
hg ore meres 


ra. RUSSO wen 


230 PARK AVENUE & 
; 60 E. 42nd St. 250; W. 57th St. 
V Anderbilt 3—9975-6-7 ~ 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 

vidual problems of each client. An interview 


we operate under the ss 
ment agency law, our methods are unlike 
other agency. 


CRRTENIES, SF & ior SERVICE 


ey Chi 


Gu ~ iq 
527 Fifth Avenue, New 


Prop. 
ork Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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DIVISION OF SALES BETWEEN CHAINS AND INDEPENDENTS 


Ho. of Cities Population of Cities 
2 1 Million and over 
($5,127,676,415)* 
16 250,000 to 1,000,000 
($4, 002,587,971)" 
38 100,000 to 250,000 
(2,907,462, 212)# 
47 50,000 to 100,000 
($1,708,635, 764)* 
64 80,000 to 50,000 
(gn, 450,576,348)* 
19 


a Y to 50,000 


$2,950,578, 558)* 


Total all cities 


($15,106,508, 247)* 
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Compilation by Department of Commerce, based on returns from 485 cities containing 
one-fifth of country’s population. 


Biscuit Ready 
to Bake Offered 
in Test Drive 


Louisville, Ky., May 7.—The Bal- 
lard & Ballard Company, flour mill- 
ers, has started a test campaign in 


Indianapolis for “Oven Ready” but- 
termilk biscuit, and will use 16,000 
lines of newspaper advertising in 13 
weeks, with 24-sheet posters, win- 
dow displays and store merchandis- 
ing as supplementary aids. 


As its name indicates, the new 
product is a_ buttermilk biscuit 
dough, cut out and ready to place in 
the pan for baking. The tube pack- 
age, containing ten biscuit in the 
dough, separated by foil and backed 
by oiled paper, sells for ten cents. 


The new biscuit proved a big at- 
traction even in this hotbed of 
Southern cookery, without benefit of 
advertising. If the Indianapolis 
campaign is as successful as ex- 
pected, the new line will be adver- 
tised nationally. Distribution in the 
Indiana city was obtained without 
difficulty prior to the first advertis- 
ing. 

Ballard & Ballard are so sanguine 
over the future that they have 
erected a new plant to be devoted to 
production of biscuit dough. The 
product is covered by a number of 
patents. 


The campaign is being handled by 
the local office of the Chambers 
Agency. 


Mann Tells of 
48-Hour Survey 
in Radio Field 


Illustrating the point that adver- 
tisers demand facts on which to 
base their plans and methods, Wal- 
ter Mann, of Walter Mann and 
Staff, New York research expert, 
told the Chicago Advertising Coun- 
cil May 7 how a well-known chain- 
store company decided the relative 
advantage of day-time as compared 
with evening radio broadcasts. 

“Our organization handled this 
job,” said Mr. Mann, “and it in- 
volved making 5,000 telephone calls 
to homes in New York within a 
period of 48 hours. This meant that 
the complete record of calls, in 
which householders gave the facts 
regarding their listening habits, was 
on the desk of the executive in 
charge of this radio situation two 


days after the investigation was | f 


started.” 

Mr. Mann’s talk was the sixth and 
final one in the series sponsored by 
the Advertising Federation of 
America on “The Truth About Ad- 
vertising.” He said research is a per- 
manent feature of the advertising 
and marketing situation, and may be 
directed to the product, the consumer 
or the methods of distribution. In 
each case exact facts can be had on 
which to base methods. Because not 
only sales, but their cost, represents 
a vital factor in the situation, re- 
search is a necessary protection 
against waste and extravagance. 

Mr. Mann made a plea for copy- 
testing, saying that the use of “test- 
tube samples” of the market will 
enable tests to be made both of copy 
appeals and the mediums in which 
the copy should be published. 


Des Moines Club 
Elects Its Delegates 


Nine delegates to the June con- 
vention of the Advertising Federa- 
tion of America have been elected 
by the Advertising Club of Des 
Moines. They are: 

Arthur H. Brayton, editor, Dry 
Goods Merchants Trade Journal; 
Frank T. Carroll, directory man- 
ager, Northwestern Bell Telephone 
Co.; Norman L. Cassiday, retailer; 
G. Dan Frey, Frankel Clothing Co.; 

Jack Neal, advertising manager, 
Younker Bros. Department Store; 
Paul D. Patterson, Western Union 
Telegraph Co.; Harry B. Sixsmith, 
advertising agent; B. F. Spry, presi- 
dent, Direct Advertising, Inc.; Wil- 
liam A. Temple. 


President Upheld 


on Tariff Ruling 
The findings of the President, 
upon investigation by the Tariff 
Commission, cannot be inquired into 
by the United States Custom Court, 
it was held. 
The court upheld the Presidential 
proclamation changing the tariff 
rates on polished plate glass. 


Order Investigation 
The United States Tariff Commis- 
sion has ordered investigations on 
tomatoes preserved in any manner 
and cherries sulphured or in brine. 
The date has not been set. 


Agency Moves 


Lyddon, Hanford & Kimball, New 
York, are now in the Commerce 
Building, 155 East 44th street. The 
— number is Murray Hill 


Coming 
Conventions 


Mav 11-13—Springe meeting of 
Associated Business Papers, Inc., at 
Briarcliff, N. Y. 


May 15-16—Advertising Affiliation 
at Hamilton, Ont. 


May 20-23—National Assn. of Di- 
rect Selling Companies at French 
Lick Springs, Ind. 


May 21-23. Annual convention, 
Eighth District, A. F. A., at Minne- 
apolis. 

May 27-29—Annual convention of 


National Foreign Trade Council in 
New York. 


June 2-4. Annual convention of 
Lithographers National Assn. at 
White Sulphur Springs, W. Va. 

June 14-16. Public Utilities Ad- 
vertising Assn. in New York. 

June 14-18—Annual convention of 
Advertising Federation of America 
at New York, with meetings of 
affiliated organizations. 

June 15-17. Annual convention 
National Industrial Advertisers As- 
sociation in New York. 


June 15-18. Annual meeting In- 
ternational Assn. of Display Men at 
Boston. 


June 21-25—Annual convention 
Pacific Advertising Clubs Associa- 
tion at Long Beach, Cal. 


June 29-July 1—Annual meeting 
Scuthern Newspaper Publishers’ As- 
sociation at Asheville, N. Car. 

Sept. 1-4. Associated Sign Con- 
tractors of North America at 
Memphis. 


Sept. 14-18—Financial Advertis- 
ers’ Association in Boston. 


Sept. 28-Oct. 1—Annual meeting 
Advertising S pecialty Manufac- 
turers Assn. at Chicago. 


Oct. 4-6. Annual convention Mail 
Advertising Service Assn. at Buf- 
falo. 


Oct. 4-7—Insurance Advertising 
Conference at Toronto. 

Oct. 7-9—Direct Mail Advertis- 
ing Association at Buffalo. 

Oct. 22-283—Annual meeting Audit 
Bureau of Circulations in Chicago. 


Nov. 11-14—Fall meeting Ameri- 


can Newspaper Publishers Assn. at 
Los Angeles. 


NOW _ READY FOR DISTRIBUTION 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
orm.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“IF you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing. 


“All of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
bution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules.’ 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 
of indexing publications makes it 


a genuine time-saver.” 


The Market Data Book 


channels. 


source book. 


of business publications of 


circulations and rates. 


tising agencies. 


meets in an intensely practical 


way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 


the United States and Canada, 


carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 
edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy— 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. | 
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LOST HIS JOB 


Now that were over the hump, now that the 


sun shines brightly again, now that old Lugubrious 


Blue is shoved off the bench by Smiley Glad— 


_and business in general is good again— 


We thank you loyal customers who kept us so 


busy during the so-called sag days that not one 
of our men had to be amputated from the payroll. 


Instead, we have had to increase our working force. 


Small wonder our shop lads are so loyal. Small 
wonder the traces of production pull evenly and 
tight. When the men in the shop see that their 


conceptions of quality are appreciated thus. 


Really, they do think of something beside their 
pay check—but its continuance week after week 
has a highly salubrious effect after all. 


There is a profitable moral here for the reader 


of these lines who does not already know “the 
| a — finest engraving plant.” 


COLLINS & ALEXANDER, INC. 


Dae z ee Ege 85 EAST. SOUTH WATER STREET, CHICAGO : 
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